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THE SUCKER that gives you an even mailing break 


This is the business end of a sucker cup, the key 

to the vacuum suction system that has made the 

Phillipsburg Inserter practically error-proof. 

These suction cups grip all insert material with 

the same gentle firmness, regardless of stock. Work 

with stock that is smooth or rippled, thin or heavy, 
without fear of a jam. Even sealed packets, premium offers or plastic 
materials. Efficiently and quickly, the Phillipsburg feeds each insert 
...one at a time...in correct sequence. No empty envelopes or dupli 
cate inserts; no time consuming jams. Effortlessly, the Phillipsburg 
gathers up to 8 inserts, nests, inserts, moistens and seals envelopes, 
prints postal indicia, counts and stacks. Have you caught up on 
Automated Mailing? 


Write for complete information on the 
mailing advantages and conveniences 
of a Phillipsburg Inserter. 


VER PR 1K H IMAGINATION 


Bell & Howell Company 

» PHILLIPSBURG INSERTER 
14 East Jackson Boulevard 
Chicago 4, Illinois 





THIS IS THE NEW ROYALTYPER, A 100% 
@BETTER WAY TO DO AUTOMATIC MASS TYPING 
JOBS THAN OLD TWO-UNIT SYSTEMS. 


You claim so much. Be specific. What’s new and better about it? This: it’s single-system. 
It does its punching and its typing all with one simple standard keyboard. See the keyboard in 
the picture down there? That’s it. The Royaltyper tape is an exclusive, too. Its card width is 
designed for ease of handling and storage economy. 

Another standard feature: automatic tape reproduction, 

to permit easy revisions and updating. Is punching 

any easier than with other automatic typewriters? 

About 100% easier. Any typist can do it without special 

training. Tell how. She rolls in a piece of paper, flicks 

a switch, types the first letter, just as she’d type any 

letter. This automatically punches the tape, and the 

operator sees every word she 

punches. You mean there’s 

no blind punching? No blind 

punching as in outmoded 2- 

unit systems.Then the machine 
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takes over—at 135 words per 
minute all day long. Number 
of copies: unlimited. If you 
ever have personalized first 
copy mass mailings to get out, 
and you're tired of paying the 
price of independent punch- 
ing or operator training... 
Where can | get literature? 
I’m going to tell you: get in 
touch with Royal McBee Corp., 
Port Chester, N. Y. 





Oh, yes. One more thing. | bet it costs like... 
No. Royaltyper is firmly in line with other systems. 





A PRODUCT OF ROYAL McBEE CORPORATION, WORLD'S LARGEST MANUFACTURER OF TYPEWRITERS 





ENVELOPE 


SION 


more returns 
because they’re 
opened more 


ENVELOPES 


More of your mail gets opened 
—more gets read—and more re- 
turns come back to you when 
you use a Tension Display Win- 
dow Envelope. Your envelope 
stands out from the crowd. It 
creates immediate interest. It 
motivates your prospect to 
“come inside” and read your 
sales offer. 


Tension know-how offers you 
a display window die-cut in al- 
most any shape—in any posi- 
tion. And Tension assures “per- 
imeter sealing” of the window 
patch for smooth, snag-free 
insertion. 


Tension Envelope Corp. 
Campbell at 19th St. 
Konseos City 8, Missouri 


Please send me, without obligation, 
free samples of Tension Creotive De- 
sign Display Window envelopes used 
by other firms in our field 
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Suort Notes 
REED-ABLE Copy 
PostaL Rounpup 


DMAA News 


Upgrading Letter Copy will not appeor again this month so that we may pub 
lish the final installment of Paul Bringe’s article which you'll find on page 28. 
Unforseen circumstances prevented Jim McAdam from writing Company Editor 
this month, but next month, both columns will resume as usual 


FEATURES 


Maiuinc List AUTOMATION AT GENERAL ELECTRIC 


Wm. F. Stolberg 
A Penny Goes a Lone Way 
TV GUIDE Promotes a Researcu Report 
Worps You Witt Use In Tue Sixtres—Part Two—Paul Bringe. . 


Wuen Was Tue Last Time You Tossep Out a $50.000 Cus- 


TOMER?—Jerome Osherou 
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So often, too little preparation goes into a preliminary but critical step in 
the preparation of a mail sales campaign—that instant of arrival! Will the 
message get through, or will the prospect never open and read it? 


Today, many highly successful mail marketers call that arrival moment 
the strategic step. They know success here, decides the fate of the 
whole campaign. 


To insure better results, experienced advertisers turn to Cupples-Hesse 
for envelope excitement—creative packaging! Cupples-Hesse has _ the 
design staff, the experience, the production engineers for this creative job 
in envelopes. 
Call your 
local representative 
today for information. 
Consult yellow pages 
under “Envelopes” 
or ““Tags."’ 


Cupples-Hesse Company 


Division of St. Regis Paper Company 


St. Louis 15 / Detroit 16 / Des Moines 13 
4110 N. Kingshighway / 3635 Michigan Ave 1657 E. Madison Ave 





OCCUPANT 
239 N. 4th St 


slumbus 15, Ohio 


INSIDE | | 
OCCUPANT MAIL 


QUESTION: CAN OMLA’S SERVICES 
FROM COLUMBUS, OHIO, BENEFTI 
OUR STORES IN GEORGIA? 


ANSWER: Occupant Mailing Lists of 
America, Inc., was born out of a need 
for one-source occupant list services. The 
time factor prevalent in most advertising 
promotions and the need to hold down 
expenses also created the need for local 
mailing services to many advertisers 


To fulfill these needs OMLA has es 
tablished affiliates in many cities; in 
Atlanta, Georgia, it’s Ace Mailing Service 
Inc. Through combined resources, OMLA 
provides a complete occupant mailing 
service, locally or nationally, with lists on 
Cheshire tape, Dick strips, or cut gummed 
labels. OMLA affiliates have been chosen 
for their experience and integrity, they 
are qualified to help you with the plan 
ning of your occupant mail promotions 


The most important thing in success- 
ful Occupant Mail Advertising is the 
trading area, and you will probably find 
that the zones and areas, as defined on 
OMLA’s maps, will make it easy for you 
to confine your selection of Occupant 
Lists to your trading areas. Maps are 
furnished on request 


OMLA also furnishes post office and 
rural route box-holder information along 
with facing slips, thereby enabling you to 
reach the box-holders served by your 
stores. 


OMLA’s prime function is to make 
available at one source—through affili 
ates locally, or OMLA nationally—occu 
pant addresses for any area in the United 
States at reasonable cost 


Included in OMLA’s one-source serv 
ice are: unlimited mailing facilities, ex 
pert consultation on choice of areas to be 
mailed, and availability of lists for what 
ever mailing you wish to undertake 


It is our desire that every advertiser 
be able to use occupant lists at a reason 
able cost for huge chains or small 
stores for a single local area or the 
entire country 


By the way, don't forget to send for 
your free copy of “How to Think About 
Occupant Mail Advertising.” Authored 
by Will Storing, a pioneer in Occupant 
Mail Advertising, this book is a real gem 
Also, I have had reprinted the 12 “Inside 
Occupant Mail” columns for 1960 
send for your copy 


Sincerely, Les Cullman, President 


OCCUPANT MAILING LISTS OF AMERICA INC 


239 N. Fourth St., Columbus 15, Ohio 


le welcome ne your direct mail ideas and news items for this depa riment. 


Send all material to Short Notes Department, The Reporter of 
Direct Mail Advertising, 224 -7th St., Garden City, N. Y. 


. 
ERNEST P. BALDWIN joins The 
Reporter as Advertising Manager this 
month. Ernie is 48, married with a son 
in high school, and lives in Hartsdale, 
New York 
Reporter Ernie represented four maga- 
zines or publishing comanpies, including 
Printer's Ink, owned and operated his own 
ad agency in Syracuse, New York, and 
was for three years advertising and sales 
promotion manager of the A. E. Nettle- 
ton Company. He received his B.S. in 
Journalism from New York University 
in 1932 and served as a field director for 
Red Cross in the South 
during World War Il. A 
with 29 years experi- 


ence, Ernie is a welcome addition to The 


Prior to coming to The 


the American 
Pacific area 
veteran ad man 


Reporter staff 
eee 
ADD THIS TO YOUR file on dimen- 
mail. As a self promoting 
device for their agency, Schnur-Appel, 
Short Hills, New Jersey, mailed custom- 
and clear 


sional direct 


ers and prospects an orange 
plastic butter dish 
board stick of butter, with a tab marked 


pull up” coming out of one edge. By 


Inside was a card- 


pulling up, recipient could read the fol- 
copy: “Looks Like The High- 
Priced Spread.” And then it continued in 
smaller type, “In the all out fight for the 


lowing 


multi-million dollar spread markets, the 
above headline is indicative of the crass 
attempts to emulate irue quality. In the 
all-out fight for the multi-billion dollar 
looks 


brand of merchandising is no less offen- 


consumer the like” or “me too” 
sive.” Copy goes on to say that Schnur 
Appel is an experienced industrial design 
group that will provide exciting new con- 
cepts to the client’s needs. Good idea 
— 
e@ee 
AN EYE-CATCHING FOLDER was 
recently used by Bell & Howell's Phillips- 
burg Inserters, 14 Ff Jackson Blvd., 
Chicago 4, Illinois was a die-cut 
outline of an old high laced shoe, vintage 
1890. A real 


die-cut 


C over 


shoe lace was inserted in 


lace holes on the cover which 
“There’s always some 
thing fashioned 
handling.” Inside copy explained that use 


of Phillispsburg machines could prevent 


carried caption 


undone in old mail 


many mailing tasks from being left un 


done 


eee 
WRITE TO MANPOWER, INC., 820 
N. Plankinton Ave., Milwaukee, Wis 
and ask for their very clever “olde fash 
ioned” businessman's almanac and vaca 
It's a 16-page, 1842” x 11” 
type and 


tion calendar 
up with ancient 


In addition to the standard 


job dressed 
illustrations 
calendar which provides space to list 
appointments, there are sections on the 
use of office equipment and supplies; the 
moving, shipping and storage of items; 
and a section on maintaining efficiency 
The vacation 


listing dates 


during an office emergency 
schedule includes space for 
and length of all employee vacations and 
workers 


the requirements of temporary 


who will substitute for them. Manpower 
specializes in furnishing temporary office 
help and has branches in 


large cities in the United States, Canada 


most of the 


and Europe 


eee 
HURRAH!!! The Federal 


a complaint 


Trade Com 
against 


Yonkers, 


mission has issued 
the Union Pencil Co., Inc. of 
N. Y. together with subsidiary corpora 
tions, such as Unipeco, Inc. and York 
Pen Corp. plus officers of the corpora 
their mail 
representations are false, misleading and 
The Reporter will 


tions, claiming that direct 


deceptive. Readers of 
remember that 
complained about the phony letters going 


many months ago we 
to people all over the country claiming 
that this pencil company had mistakenly 
imprinted a batch of pencils or pens 
getting the name of the recipient of the 
with the 
name on an alleged order. The 
were of the same character.and offered 
the “mistakenly imprinted” pens or pen 
price with a 
premium. The 


letter mixed up _ incorrectly 


letters 


cils for a so-called small 
watch thrown in as a 

Reporter was first to break this story of 
harmful direct mail. We submitted alli 
of the complaints and the evidence we 
FTC. The results 
are most Why don't 
ness people realize that in the present 
they away with 


had received to the 
satisfactory busi- 


atmosphere cant get 
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Lick and a promise? 


YOUR BUSINESS CORRESPONDENCE 
deserves so much more than that! 
Consider the letters you send as care 
fully as you'd consider the call you 
might make in person. Remember that 
when your letter is in your customer’s 
hands, it represents you! 

Think about what you say in your 
letter, first of all. Then how you say it 


HOWARD PAPER MILLS, 


INC. ¢ 


And don’t overlook the importance of 
the paper you select for your letter- 
head...the neatness with which your 
letter is typed... even the envelope 
vou use to Carry your message 
Because the letter you send is you, 
give it the crisp crackle of urgency 
the bright whiteness of sincerity —the 


‘feel” of your own business personal- 


SUBSIDIARY OF 


Lie 
<——— 


ity. Give it, in short, all the advantages 
you can get when you put your letter- 
head on Howarp Bonn. 

You printer or paper merc hant can 
show you Howarp Bonp samples and 
quote you prices. Examine the paper, 
reflect on the price, judge for yourself 


ALL HOWARD PAPERS are quality 


controlled by lcupay 


URBANA, OHIO 


Howard, bond 


Companion Lines 


Howard Ledger * Mimeograph 


*“*The Nation’s 


Mf 


Business Paper” 


Duplicator + Posting Ledger + Du-All 





Maxwell Off set 


Discoveries 1n American Art 


{j/ 


“St Patri k’s Pigeons” iS John C 


} 
t 


Pellew’s title for his spiritual rendering of 

1¢ famous Fifth Avenue landmark. Mr. Pellew ts a faculty member of the 

Famous Artists School and has participated in all major exhibitions since 1934 
| I 


He has had several one-man shows. Among the most cherished of his numerous 


awards is his recent Henry W. R anger Purchase Award by the National 
Academy If you like this re production wait "rl you see your own color 
work reproduced on Maxeell Offset! 


HOWARD PAPER 





fraud and misrepresentation in the mail? 
They are bound to be caught sooner or 
later, especially if the readers of The 
Reporter continue to send in suspicious 
cases and if we continue to forward 
complaints to the FTC or to postal 
authorities. If you want full details on 
this case, write to the FTC, Washington 
25, DC and ask for Docket No. 8216. 
— 
eee 
GOOD PREDICTING: Sometime ago 
in The Reporter we complimented 
Bobbye and David Jaffe of Daleo Mail- 
Vertising, 4591 El Cajon Blvd., San 
Diego 15, Calif. for its wonderful pro 
duction of a year book titled, ““Tzedakah,” 
which it produced for the Jewish com- 
munity. It was a beautiful informational 
job. We have just learned that “Tzeda 
kah,” received a national award from 
the Council of Jewish Federations and 
Welfare Funds for the “Best Individual 
1960 Year-Round Interpretative Entry” 
for campaign literature in intermediate 
size cities. The production certainly was 
entitled to some sort of a pat on the 
back and we are glad that it got it 
— 
eee 
NICE SELF PROMOTION JOB be 
ing done by James Gray, Inc., 216 East 
45th Street, N. Y 17, N. Y. Ther 
series of four-page french-fold folders 
saluting clients seems to be excellent 
We've seen a recent one dealing with 
James Gray client American Foundation 
for the Blind, their warm letters, and 
unique Braille calendar (Oct. 1960 issue) 
[wo sample letters are printed on the 
inside spread, and an actual calendar ts 
inserted in die-cut slits to add dimension 
to the folder 
eed 
ONE WAY TO GET ATTENTION 
is to make a mailing envelope out of an 
ordinary grocery bag. The Sorrento Hotel 
at Miami Beach did it effectively. The 
bag carried a simple paste-on label with 
typed address and a tape carrying me- 
tered postage. Inside, a die-cut folder 
in the shape of a cat carrying the cap- 
tion “The Cat's Out of the Bag”. Copy 
inside announced the opening of the 
Sorrento, and (since the piece was ad- 
dressed to travel agents) a reply card 
with which the agent could get full par- 
ticulars plus brochures on the _ hotel. 
Good job 


e¢ee 

FHAT WAS A GOOD STORY in the 
February 6, 1961, issue of Newsweek in 
the Business and Finance section about 
a truly wonderful mail order success. It 
counteracts a lot of the negative stories 
about direct mail. Hope most of you saw 
it. Otherwise, you should get a copy. 


MARCH, 1961 


It tells about the 88-year-old patriarch 
of the American mail order sporting 
goods business . .. Leon Leonwood Bean 
of Freeport, Maine. During February, 
Mr. Bean and his associates were mailing 
out 400,000 copies of their biannual 
catch-as-catch-can catalog in anticipation 
of a 1961 gross of nearly $2.5 million. 
The catalog carries 400 items but there 
is no index (so his customers have to 
thumb through every page to find what 
they are interested in). Mr. Bean as a 
storekeeper was a failure by the time he 
reached 40. He had spent too much time 
hunting and fishing than minding the 
store. Old-style, leather hunting boots 
hurt his feet when they became wet so 
he induced a local cobbler to sew a pat 
of leather tops on rubber shoes. The idea 
was an immediate success locally and 
he started selling the product by mail 
Other hunting and fishing items devel- 
oped such as a Bean “Toter and 
Deer Carrier.” followed by coats with- 
out sleeves, vests with sleeves and fur- 
lined bottle holders. Sons, Carl and 
Warren, are gradually taking over the 
management, but the busy - fulfillment 
plant is open every day, seven days a 
week, 52 weeks of the year. A wonderful 
story 
eee 

FEN WAYS TO GET TAKEN, or as 
the Kansas City Better Business Bureau 
headed it in their recent bulletin, The 
1900 “Gyp Parade.” Here are the top ten 
ways the public is being bamboozled 
based on complaints received. 1. Decep- 
tive drug, device, cosmetic advertising. 
2. Questionable franchise deals. 3. Mail- 
order sale of dubious gadgets and garden 
Unsound  earn-money-at- 
High-pressure home- 
Fictitious list 


supplies. 4 
home schemes. 5. 
improvement schemes. 6. 
and comparative prices. 7. Bait ads. 8 
Unordered merchandise schemes, espe- 
cially in charitable appeals. 9. Telephone 
sale of doubtful securities. 10. Photog- 
raphy schemes. 
— 
eee 

A 2% INCREASE in industrial ad- 
vertising budgets is predicted by 327 
advertising managers polled by AIA 
According to the Association, results 
indicate that direct mail will withstand 
the budget-ax (where it exists) more 
successfully than trade and _ business 
paper advertising. Among upped-budget 
advertisers, business and trade publica- 
tions were mentioned most frequently 
(43 mentions) as the medium which 
would get fresh spending; but among 
the down-budget advertisers, space adver- 


tising also led with 37 mentions. Direct 
21 


mail, on the other hand, mentioned 
times by the up-budget group, was cited 


ACCEPT THIS 


typical monthly issue of the 


CLIP BOOK 
OF LINE ART 


as a Bonus Gift along with 
a Trial Subscription 
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THREE CLIP BOOKS — 32 one-side 
5x8” pages—20 ready-to-paste proofs of 
“Sales” situations—14 art proofs of 
“Crowds” walking, cheering, etc. — 18 
“Announcers,” newsboys, town criers 


EASY! CLIP & PASTE 


these art proofs just like type proofs! 
Quality art improves low-budget paste- 
ups. Saves time and money in the bar- 
gain! Three brand new “Clip Books” 

32 “Kromekote” pages with dozens 
of line drawings—released every month 
Realistic, light humor, stylized, decora 
tive art for offset, letterpress, silk screen 
printing. Also three 5x8 card indexes 
and 16-page “how-to” booklet each 
month. Only pennies a day—no extra 
ieproduction fees. Typical issue, above, 
yours as a gift when you subscribe 
Cancel anytime. Or return everything 
after 10-day examination without cost 


10 DAY FREE TRIAL! 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 3, NEW JERSEY 


Enter our subscription to the “Clip Book of 
Line Art” starting with the current monthly 
issue—and send us Sales, Crowds and An- 
nouncing as our bonus gift. | understand 
that we may stop service at any time, just 
by notifying you. Or that we may return 
everything within 10 days without cost or 
obligation 


BILL QUARTERLY @ $23.85 
ANNUALLY @ $71.40 


>1GN 


Piease sign your name above, clip and attach to 
purchase order, letterhead or business card 








START WITH 


GOES LITHOGRAPHED 
BORDERED BLANKS 


PRODUCED IN 2 OR 3 COLORS . . . COPYRIGHTED 
DESIGNS . . . CHOOSE FROM OVER 1683 DESIGNS 


LADO... am 

YOUR COPY 

for OVERPRINT su ox coxoe 
HIGH QUALITY, LOW 
COST, COLORFUL 


e@ COUPONS 

GUARANTEES 
@ WARRANTIES 
@ AWARDS 
@ CERTIFICATES 
@ FUND VOUCHERS 
@ ENCLOSURES 
@ DIRECT MAIL RESULT PULLERS 
@ INSTRUCTION CERTIFICATES 
@ INSPECTION CERTIFICATES 
@ MEMBERSHIP CERTIFICATES 
@ ORDER FORMS 


Your printer can show you the many 
Goes Lithographed Bordered Blanks 
to fit your every need. 


Goes 


LITHOGRAPHING 
COMPANY 


42 WEST 61st STREET 
CHICAGO 21, ILLINOIS 





only 5 times by the down-budgeters. In 
fact, reports AA, 18 of the decreased 
spenders said they would spend propor- 
tionately more on direct mail 


eee 

THE UBS FUND OF CANADA, 
LTD., reported in our December issue 
as the first mutual fund to sell its shares 
consumer (either by mail 
order, or by mail through newspaper 
ads), is doing all right. From the first 
offering in mid-November to the end of 
December, the firm sold shares valuing 
almost $31 The Fund plans to 
continue this direct-to-investor method of 


directly to 


million 


offering shares 
eed 
WE ARE GLAD TO SEE 


have 


that two 
agreed to merge 


The Reporter 


organizations 
Some of the members of 
staff were active when two different pub- 
lic relations organizations were started 
. back in the early 40's 
contemporaries, for in- 
Paul 


frustrating 


Some of our 
old friends and 
stance the late Bolton, were active 
in the 
We never 
organizations were necessary 


organizational days 
why two 
At any rate 
after all these years the members 

of the Public Relations Society of Amer- 
American Public Relations 
overwhelmingly to 


could understand 


ica and the 
Assn. have 
consolidate. The 
organization will be the Public Relations 
and will be 
New York 
Avenue) by 


voted 
name of the merged 
Society of America, Inc 
directed from the Society's 
headquarters (375 Park 

Donald E. Lynch, executive director. Di- 
rect mail is such a major part of public 
many DMAA 
members are with the 
organizations, we will watch the progress 
of PRSA with and 
much 


relations work and since 


involved two 
much interest 


wish them success 


eee 

HERE’S A TWIST ON 
mide about the child who was born with 
a silver spoon in his mouth. The Bo-Gi 
Shop in Sheboygan, Michigan, has been 
cards to new parents offering 
them a birth record silver spoon 
Customer must present card and fill in 
information baby 
kept on file by the store owner. Results, 
in business, not 


the old bro- 


sending 
free 


about the on cards 


over a 75% increase 
to mention the compilation of one heck 
of a mailing list 

— 

eed 

UP the business cards 
story in the issue, here’s an 
interesting letterhead from Relief 
Printing Corp., 63 Summer treet, Boston 
10, Massachusetts. A new letterhead 
format called Poor Richard Personalizer 


FOLLOWING 
February 


idea 


Stationery combines the letter with the 
business card. The letterhead comes with 
a blank space at the top for user to 
attach his business card to a Kleenstik 
strip provided there. Card then appe 

with a pale-blue airbrushed halo effec 
preprinted on the sheet. Each letterhead 
comes with it's own Personalizer Win- 
dow Envelope through which the busi- 
ness will appear when it arrives 
on the recipient’s desk. 50 sheets and 
$2.95 with 
Information 


card 
50 envelopes cost reduced 
prices for larger quantities 
available by writing the manufacturer. 


eee 
NEW HORIZONS: Just when a lot 
of us have gotten used to using an elec- 
along comes an idea 


Accord- 


tric can opener 
that may put us all out-of-date 
Alcoa Aluminum Newsletter 
for January 1961, the United Shoe Ma- 
chinery Corp. and Alcoa have been ex- 
perimenting with a new aluminum con- 
tainer. It features an aluminum tab which 
removes the entire can top in one quick, 
instant motion. By merely lifting the tab 
or the loop and pulling, the user tears 
out a thin, aluminum 
The top comes free in a flash, leaving a 
clean, smooth opening. It’s to be called 
“Safe Pak.” Never can tell 
product of today can be outdated by some 


ing to the 


scored strip of 


when the 


idea of tomorrow 
e@¢ee 

THE LUCK OF THE IRISH migh 
be a theme for a St. Patrick’s Day mail- 
ing this March. Anyway, if you want to 
have a supply of genuine shamrocks for 
your mailing pieces, you can get them 
from the Irish Shamrock Division of 
Orchids of Hawaii, 305 Seventh Avenue, 
New York I, N. Y. The little people 


os 
+e 2%. 


are in Ireland now packing the sham- 
rocks in 4x5 with 
green card backings to carry a company 
Paddy’s Day 
priced at 15c each 


plastic containers 
logo or a St. message. 
Packets are based 
on a quantity order. They will be avail- 
able from March 10 to March 17 
eee 

ANOTHER IDEA FOR NEXT 
CHRISTMAS. Al Abrams, a Chicago 
Pontiac dealer, sent a beautiful brown 
printed letter to his customers, tell- 
ing them that instead of sending cards, 
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this year he was using the money to buy 
food baskets for the poor of the city. 
Roy Lucas of Mail Advertising Corpora- 
tion of America, their agency, reports 
that Mr. Abrams spent more money 
on the letter alone than he normally 
would on cards, and in addition, pur- 
chased 600 baskets of food for needy 
families through the South Side of the 
city. Response from customers was heart- 
warming when many offered to donate 
money to this same fund 
—_ 
eee 

TESTING THE COLOR of envelopes 
in mailings was done by J. H. Bland- 
ford and Associates, 880 Decarie Blvd., 
St. Laurent, Quebec, Canada, and re- 
ported in a recent Marketing Memo. 
These memos are a continuing series of 
self promotion for the Canadian sales 
promotion firm. Results of the test? 
Goldenrod produced 21.4% of the or- 
ders; Pink 17.83°%; Green 17.82°%; White 
17.29%; and Kraft 15.8%. While the 
goldenrods did considerably better than 
the others, results for the other four 
colors only bear out what we and others 
have said—most times the color doesn't 
mean a thing. The memo went on to 
discuss use of color on the mailing piece. 
Blanford discovered that two colors in- 
creased returns from 10-15% over black 
and white while extra cost (in their test) 
was only 5%. In a similar instance, 
they report, a pink letter head was 80% 
better than a white one, with green 
second, buff third and blue fourth 


JJd 

A STUDY OF ANNUAL REPORTS 
has been printed in portfolio form by 
F. F. Schmidt Company, 3420 West 
Capitol Drive, Milwaukee 16, Wisconsin 
The report summarizes the results of a 
survey made by this printer of a great 
many annual reports. The survey showed 
editorial breakdown of the reports, what 
space was used for what subjects, how 
much space, size of reports, what was 
wrong with many of them, and what 
was right. If you're charged with re- 
sponsibility in preparation of your com- 
pany’s annual report, you might write 
to E. F. Schmidt for a copy of this 

portfolio. 

e@ee 

} SPEAKING OF ANNUAL RE- 
PORTS, we were highly impressed with 
the report published by New York Uni- 
versity’s College of Engineering Research 
Division. This 36 page report, printed 
on heavy ivory paper, and bound with 
heavier maroon cover stock shows what 
the research division has been doing in 
eleven different project areas, progress 
to date and plans for the future. Read- 
able copy plus professional layout in the 
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HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mai! has proved its ability to 
create leads for salesmen, dealers, distributors... . 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertising 
than making money. 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
Inc. has created a new booklet titled, ‘How To Put 
Action Into Your Direct Mail”. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do’s and don'ts based on years 
of mail advertising experience. 


And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. 


To receive your free copy of ‘‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 
OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 











get the 
professional 
approach 


...to your 


DIRECT MAIL 


For a FREE :oster of members 
of MASA, tie professional 
creators and producers of 


BETTER direct mail, write to 


mail advertising 
service association 


INTERNATIONAL 


622 5th St., N.W. 
Washington 1, D.C. 


POWDERLESS ETCHING 
4 COLOR PROCESS 
BLACK AND WHITE 
ZINC AND COPPER 


Engraving Co., Inc. 


44 West 28th St., New York 1, N.Y. 
MURRAY HILL 9-8585 








use of type and photos make this one 
a real beauty. It's an expensive piece and 
samples may not be available, but you 
can reach the school at University 
Hei_hts 53, New York 

a 

eee 

FIRST DAY COVERS have been 

used to advantage by many mailers 
through the years, and it’s always an 
attention getter on your envelope. The 
Ritz Cover Service, 1285 Merriam Ave 
nue, Bronx 52, N. Y. specializes in this 
type of campaign. They will supply first 
day cover envelopes, or if you like, make 
the complete mailing. They have a little 
booklet which explains the service if 
youd care to write for it. Ritz told us 
of their service, not through a press re 
lease, but through a personal letter to our 
editorial offices. We loved the post script 
Please excuse all of the ‘Wes. We are 
specialists in preparing United Nations 
First Day Covers and not letters 

eee 

LIKED A VALENTINE’S DAY card 

from the Sales Executive Club of New 
York, announcing their February 14th 
meetin a St. Valentine’s Day Luncheon 
and Fashion Show presented by McCall's 
magazine. The folded card was printed 
with lavendar and red inks on white 
stock in a very attractive layout. Mem 
bers were encouraged to bring their wives 
or best girl friends 


eee 


A NEW FULLY AUTOMATIC fold 
ing machines (14 x 24) called the “Seven 
manufactured by Martin 


Fulton Street, Chi 


teen is beine 


Yale Inc., 2100 W 


= 
» es 


‘ 
—— 


cago 12, Illinois. The “Seventeen” han 
dling all weights of stock, folds, per 
forates, scores and slits in separate or 
simultaneous operations. It can deliver 
10,000 eleven-inch sheets per hour 
Full information available from _ the 
manutacturer 
_— 
eed 
“WE PREPARE AN EXTREMELY 
Accurate Mechanical” is the tagline on 
an unusual self promoting portfolio pro- 
duced by Bob and Lee Associates 1113 
Broadway, New York 10, N. Y. They 
service the advertising trade with all types 
of creative and mechanical art. Portfolio 


contains 20 colored inserts displaying 


many of the jobs this studio has done 
Twist is, the portfolio and inserts are 
done in miniature. Overall size of the 
portfolio is 5” x 342”, while the inserts 
are 5” x3”. Each insert is printed 1 
one color on colored stock. Samples 
available by writing. It's worth seeing 

— 

eee 

NOT TOO EARLY to start thinking 

about the 4th Annual Sales Promotion 
Executives Association Conference, to be 
held this year on April 25-26-27 at the 
Benjamin Franklin Hotel in Philadelphia, 
Pennsylvania. Will provide s. p. men 
plenty of time to trade ideas and discuss 
problems. Full information available by 
writing SPEA, 1212 Chestnut St., Phila 
delphia 7, Pa 

eee 

Ik YOU HAVE AN EMPLOYEE 

from a foreign country working for you 
you might make promotional hay out 
of it next time he or she visits the old 
country. Anni Jensen of Mailograph Co 
N. Y. ¢ 
Denmark, sent back a cute picture post 


. spent the holidays in her native 


card to all Mailograph’s customers and 


prospects. Simulated handwriting was 
printed in blue. Photo of loveiy Miss 
Jensen in black and white. Addresses 


were handwritten. Certainly gets attention 


eee 
A BUSINESS LETTER DESK noon 


is being offered by The Dartnell Corp., 


4660 Ravenswood Ave., Chicago 40, Ill 
It's a workbook, not a textbook in the 
usual sense. It was compiled and written 
by an old friend and longtime letter 
writing expert, Gerald W. Weston, now 
living in California, and was edited and 
put together by Leslie L. Lewis, vice 
president and editorial director of Dart 
nell. There are a few introductory tips 
on letterwriting, but most of the 207 
spiral-bound pages show actual exam 
ples of more than 200 model letters 
classified under 30 subjects, ranging from 
adjustment, congratulation and credit 
letters to personnel, good-will and sales 
letters, w.th commentary on how each 
model may best be utilized. Seems to 
be very worthwhile and a good addition 
to our better letterwriting library 
panpany 


eee 

PLAYBOY-TYPE DESIGNING was 
employed to produce the Christmas 1960 
catalog of men’s wear for the D. J 
Kaufman store of Washington, D. ¢ 
A really beautiful piece of work. It was 
designed and produced by MHennage 
Lithograph Co 9th & Kearney | 
N. E., Washington 17, D. C. Elaborate 


effects at low cost were achieved in this 
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When you want your job to register—and register accurately —put it on 
Hammermill Offset. To see why, just put your glass on this register mark 
<> and you'll see how Hammermill Offset handles a tough-to-reproduce 
4-color illustration like this television transmission tower. Hammermill 
‘ 


Offset has remarkable dimensional stability. Reason: Hammermill’s 
lusive Neutracel® pul th beh 
REGISTERS THE MESSAGE  ciring each press run. Try it on your next ob 
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Poot 
A SAN 
HAM MERMILL 


OWESET 


LETS YOU SEND BETTER 


MESSAGES, TOO! 

1 J , ° 
TV towers or TV sets, you'll print all those lights and 
shadows, all those dramatic contrasts when you use 
Hammermill Offset. Its closely knit fibers keep ink on the 

surface—precisely where the ink is needed to emphasize 
product details. Hammermill Offset’s glowing white provides 
the light reflectance you need to add depth and dimension. 

This insert printed by offset on substance 70, Wove finish on a 


42 x 58 two-color press. Sheet size 42 x 58. Speed 3000 per hour. 
Deep etch plates. Hammermill Paper Company, Erie, Pennsylvania 


Sp — Hh 
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happily colored catalog by blending sig- 
natures on different colored stock, 
printed with inks in complimentary 
colors. If you would like a copy of this 
imaginative piece for your idea file . 
maybe Joe Hennage would be willing 
to dig up a copy for you 
— 
eo@ed 
] IF YOU USE AIRMAIL on a promo- 
motion . . . be remind the 
recipient on the letterhead that the en- 
velope came by airmail (since the final 
reader may not have seen the envelope). 
Reader’s Digest did it convincingly on 
a mailing promoting Christmas gift sub- 
scriptions. The promotion was airmailed 
but the letterhead itself carried 
the familiar red-white-and-blue airmail 
down the left- and right-hand 
Plenty of adaptations possible. 


sure to 


border 
margins 
eee 

A NEW PAPER CUTTER with a 
paper clamp is being manu- 
factured by Michael Lith Sales Corp., 
145 West 45 St.,. New York 36, N. ¥ 
Called the Triumph Jr., the cutter fea- 


no-wheel 


tures a cutter and a clamper. One simul- 


taneous motion both cuts and clamps the 
paper, eliminating the need to turn a 
wheel which clamps and unclamps the 
paper before and after each cutting. The 
cutter has a 10” cutting width, a 1% 
cutting capacity, and a 12” 
length from the knife to the back guage 
(although can be 
longer pieces.) The machine 
$119.00 F.O.B. New York 
tion available from the manufacturer. 


inside cutting 
guage removed for 
costs 


Full informa- 


— 
eed 

A BIG GADGET: A 914” long, red 

child’s sand shovel, weighing 3 ounces, 

was mailed by Harold M. Norman (ad- 

vertising), Green Lane, Pa., to prospects 


just before the series of snowstorms. 
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Lucky timing. A printed tag attached to 
shovel handle read: “Just in case you 
have an argument with a snowdrift again 
this winter! Another thought: If you're 
buried in too much work to do an effec- 
tive advertising and sales promotional 
job, we can dig you out of that situation 
in a hurry. Just call . . . (name, address 
and telephone number followed).” 


dee 

THAT-ITIS! In spite of all the cru- 
sading for better writing, and especially 
for the elimination of unnecessary and 
pompous “that” phrases, the disease is 
still with us. Not only in business, but 
in government. A _ recent from 
Washington contained this that-itis sen- 
tence: “We are confident that the general 
public realizes that there are stern laws 
against this type of corrupting activity 
and that other law enforcement agencies 
throughout the country will cooperate 
with us in bringing to our attention cases 
that require investigation or action.” For 
clearer writing . . . try eliminating all 
opinion phrases ending in “that.” Start 
with what follows after “that.” 


release 


— 
eee 


McGRAW-HILL PUBLISHING CO. 
INC., have again issued a Direct Mail 
Booklet. It's titled, “For Results 
McGraw-Hill Direct Mail Service.” If 
you are interested in reaching the indus- 
trial field, better get a copy by writing 
the Direct Mail Division at 330 W. 42nd 
St.. New York 36, N.Y. The 36-page, 
two-color more than 
150 personalized business and industrial 
available 


agencies on a 


catalog describes 


mailing lists, which are made 
to all 
rental basis. 
on the McGraw-Hill service, 
postal 


advertisers and 
Provides basic information 
costs 

rates 


and latest information on 


and regulations 
eee 

FHE AGE OF SPEED is being dram 
atized by The Mercury Dispatch, 46i 
Park Ave. South, New York 16, N. Y., ir 
letters to their clients and _ prospects. 
Working through the New Wall Street 
Heliport and cooperating with New York 
Mercury is offering door- 
which is faster 
possibly 


Airways 
to-door delivery service 
than ever before. Idea_ will 
spread to other cities. Write to Mercury 
for details about the service in your own 


area. 


— 
eee 

HERE IS AN IDEA for 
organizations to discuss with their post- 
times during the 
year, postmasters are instructed to use 
special slogans promoting 
some sort of nationally recognized char- 
ity. Naturally, a different charity would 
having those promotion 


charitable 
various 


masters: At 


cancellation 


resent slogans 


SET Type this 
.EASY Cost wits. 


POTO RTE 


PHOTO TYPE SETTER 


Write For Catalog & Information 


FOTO-GRAPHIC 


PRODUCTS COMPANY 
311 N. Fifth Ave., Minneapolis, Minn. 





YOUR 
SALES 


INCREAS 


POSTCARDS 
DIRECT MAILERS 
POINT OF SALE PIECES 


MESSAGE SIDE AVAILABLE 
IN 2 COLORS ! ! 
Postcards cost less than I¢ each. 
Top quality — winners of 9 straight 
L.N.A. Awards. 
Color proofs at no extra charge in 
all quantities. 

@ Prompt, efficient service. 


Send for 
FREE MERCHANDISING IDEA KIT — 


LOURPICTURE PUBLISHERS 


400 Newbury Street, Boston 15, Moss 


NOW! 








@ get 
your FREE 
copy of 
this 
1961 
GUIDE 


Learn How 


“a 4 color process — adds depth” 


Creation and production service can 
bring you full color direct mail and 
advertising materials at surprisingly 
low cost — often lower than an 
ordinary two color job. 


q 


Cuanteicheolon 


post cards 

circulars 

direct mecil 

relctelicta@melie i 
TEICH & CO., Inc. 


TT) an) HICAGO 





WORKING 
MINIATURES 


‘* 


2 types: MOVABLE and 
ONE PIECE miniatures, 
in bright or gilt finishes 


NEW TOOL KIT 


NEW TOOL KIT 

5 gilt-finish tools in red 

vinyl! roll. Shipped as- 

sembied. Can be imprinted 

Write, wire, phone TODAY for samples 
& prices on GRC metal miniatures 


GRIES REPRODUCER CORP. 
World's Foremost Producer of Small Die Castings 


11. Second Street; Rew Rochellé, Wav Yoru” 
Phone: NEw Rothellé 3-8600 





on their own mail. There is a way to 
avoid this at least in the New York 
area. According to Postmaster Christen- 
berry, if philanthropic organizations 
want to avoid another agency's cancella- 
tion slogan, they should present thei 
mail for delivery at Section 34 of the 
New York General Post Office in tied-up 
bundles, together with a letter to the 
official in charge that under no circum- 
stances is any special cancellation to be 
used on this mail. We imagine such a 
procedure can be worked out with the 
postmaster in any community. But you 


better check with your own postmaster 
— 
eee 

MAIL ORDER SALES were up 
slightly in 1960 over 1959 according to 
a survey made by list broker Lewis 
Kleid, 25 West 45th Street, New York 
36, N. Y. Those in the consumer pub- 
lications, services and products fields re- 
ported as follows: 42.1% said sales were 
up, 31.6% said sales were about the 
same while 26.3% reported sales were 
off as much as 25% from their 1959 fig- 
ures. Business and financial mail order 
businesses did not fare as well. 31.8% 
reported sales were up, 36.4% reported 
sales were about the same, 22.7% re- 
ported a slip of 25%, while 9.1% said 
sales were as much as 50% off their 
1959 totals. Asked what the outlook was 
for 1961, respondents registered slight 
optimism although individual opinions 
were as diversified as the patches in a 


crazy quilt 


— 
eee 
VANITY PUBLISHERS were taken 
apart in that hilarious story by Peter 
Fischer in the April 1960 Reporter. Re- 
member, he posed as a neophyte poet 
and corresponded with a number of 
vanity publishers about publishing a book 
of his poems? The poems were unadul- 
terated junk but highly praised by the 
promoters looking for suckers. So it was 
with great pleasure that we read of a 
recent ruling by the Federal Trade Com- 
mission against Exposition Press, Inc., 
386 Fourth Ave., New York and against 
Edward Uhlan, its president and sole 
stockholder ordering them to stop 
deceptive “royalty” claims. Arguments in 
case involved the same points revealed 
by Mr. Fischer in his investigation of the 
vanity” rackets 
~— 
eee 
THE MAGAZINE INDUSTRY is 
doing a good job in telling their side of 
the postal rate argument. We like their 
16-page, 334” x 9” booklet titled, “Maga- 
zines and the U. S. Mails and You.” 
We can't see anything wrong with thei 
arguments presented in question-and- 
answer form. We suggest you write to 
Robert Kenyon Jr., president, Magazine 


Publishers Assn., 444 Madison Ave., New 
York 22, N. Y., and ask for a copy. We 
like particularly their last question-and- 
answer in which they specify that if the 
public service costs are fairly separate 
from commercial functions, and if i 
cost of each class of mail is fairly allo- 
cated ... the magazine industry will not 
Oppose Necessary increases In postal rates 
to cover actual costs. 
— 
e@ee 
“AUTOGRAPHS” NAMEPLATES 
for name advertising on products sold 
and serviced by dealers are being offered 


ceri 


i? 


in over 90 die-stamped sizes by Metal- 
craft Inc., 1619 South Federal, Mason 
City, lowa. Produced from .016” alodized 
aluminum (not a foil) the nameplates 
are available in a variety of color com- 
binations. A clear oaked lacquer over 
coating protects the lithographed copy 
from abrasion. They can be mounted 
quickly, easily and permanently on any 
clean surface. Samples and _ literature 
will be sent on request if you're inter- 
ested 
papa 


eee 

A SAMPLE BOOKLET of English 
Finish and Eggshell paper is available 
from New York and Pennsylvania Co., 
425 Park Avenue, New York 22, N. Y 
The booklet contains five samples of 
this new Penn/ Print paper in 40, 45, 60 
and 70 pound weights. The first page 
printed on English finish illustrates the 
reproduction quality of this new paper 
with two colors and a halftone 


e@ee 

AMONG INTERESTING TYPE 
BOOKS received this past month are 
A 44 x 94%” 
sued by Haber Typographers, Inc., 115 
W. 29th St., New York 1, N. Y. Ask for 
“Type By Haber.” (Note to Haber: Why 
don’t you print your address in booklet? 
Run out of type?) Also there is a new 
booklet available about cold typesetting 
from Fototype, Inc., 1414 Roscoe St 
Chicago 13, Ill. Shows type faces avai 
able and includes an interesting descrip- 
tion of the process. Also worth getting 


supplement booklet is 
pp 
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is the new alphabet supplement 1961 MSE 
Photo-Lettering, Inc., 216 E. 


New York 17, N. Y. Shows all % 


9-ebter RESPECTFULLY SUBMITS 


ITS COMPLETE PRICE SCHEDULE 
FOR YOUR REVIEW AND APPROVAL 


100,000 | 250,000 | 500,000 | 1,000,000 
COST PER M 


issued by 
45th St., 
the new additions to the lettering line. 
oo interesting 
ad showing in color 


ads composed by the 


4 

“ 

= 

the center ~ 
= 


many famous 


e 
photo-lettering res wt 
QUANTITY > 


ve Ba Ra ET ae 


process. 


eed 

HOW PUBLIC SERVICE projects 
have been promoted during the year just 
better write to The Adver- 
tising Council, 1200 18th St., N.W., 
Washington 6, D. C. and ask for their 
Annual Report 1959-1960. It’s a 24-page, 
842” x 11” description of all the public 
service projects promoted and what agen- 


passed ... 


cies participated in the designing and 


production. An impressive answer to the 


critics of the advertising profession 

= 

eed 
“THE MAIL IS MIGHTIER than 
headlines a story in the 
newspaper 
That is something 
for a newspaper to admit. The story told 
about how Glen E. Berning was re- 
elected to the city in Oakland 
Park, Fla., mail 
order winner of the 
body. He relied entirely on the mail for 
soliciting platform was 
simple: No promises 


the handshake” 
Sun - Sentinel published in 


Pompano Beach, Fla 


council 
and who became the 
presidency of that 


votes and his 
fairness to all. 


w PACKAGE 


ca — ; 
8% x 11 letter printed 
one color black, 1 side. 


die-cut and patch, folded. 


5% x 3% Business Reply 
= printed black 2 


#9% outside envelope, 
4% x 8% with glassine 
window, printed black cor- 
ner card and indicia. 


2 MINIATURE 


6 x 9 letter, reply card, 
#7 outside envelope 6% 
. ae printed as in 


3. ANSA-GRAM 


8% x 7% letter, 
card, #9% outside en- 
velope, all printed as in 
#1. All yellow stock. 


4 SELF-MAILER 


Letter, open size 11 x 
8%, folded to 4% x 542, 


reply 


24.50 


reply card—each printed 
added black both sides. 


manu- If ¥ yess goo 3% x hi 
og pace a P tepiy ard Card 
above, add 


e@¢eed 
A BUILT-IN LOCK has been 


to Can-Pro Security Mail Bags, 


Each extra color on letter, 
per side, add . 


wo oS only in differ- 





Each extra color on reply 
form, per side, add . 














Ansa-Letter maintains facilities for complete first and third class mail- 
ing operations. Art, type, composition, plates furnished extra at cost. 








FREE! 


This sample 
Ansa-letter Folic 
is yours Free, 


without obligation. | 
siicse eile delivery + extra services 
for it on your 


AND PLUS! 
letterhead to 


ppp Mei Berlin $/P/M special low prices for total 


1 AN IMPRESSIVE FOLDER publi- 

a the fact that Fred Worrill Adver- 
ising, 494 Plasters Ave., N.E., Atlanta 

9, Ga. won two distinguished awards at | | Bi deel ee € 


PLUS! 


extra fine quality 


19 E. Me- 
Wisconsin. 


factured by Can-Pro Corp., 
Williams St., Fond Du Lac, 
The lock is a key operated tumbler siyle 
made by Yale-Towne, and is securely 
riveted to a heavy leather patch. A free 
folder on this bag, and other mailroom 
items, is available by writing Can-Pro at 


printing + extra fast 


the above address. 


annual volume runs 


500,000 - 1,000,000 
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the last convention of the Mail Adver reprint of a newspaper story telling about 
tising Service Assn. Intl. in Detroit. The the awards to this local firm being made 
folder is a little difficult to describe but in Detroit, Mich. A fine way to handle a 
it’s a French fold, four-page affair. The testimonial and to get unusual attention 
cover design shows a cartoon of a gentle a 

man with swelling breast, bursting a shirt eee 

button. The title below reads, “We've ONE OF THE MOST ELABORATE 
busted a button!” And sure enough, there reports we've ever seen was issued a short 
is a button glued to the front cover time ago by The Baylor School for Boys 
hanging in the air opposite the vest. The at Chattanooga, Tenn. This school was 
inside space has been die-cut and folded organized in 1893. The present 64-page, 
in reverse so when you opened it, there 10” x 13” brochure describes its history, 
is a section in the middle which pops up its growth, its present organization, and 
On one side is a picture of Fred Worrill its activities in a most dramatic manne! 
and under it, “His ads win again.” On The photographs are the result of some 


the other side of the popped-up fold is a real showmanship in planning is an 


A single machine that applies 
all types of address labels? 


Wide-strip, narrow-strip, continuous pack form, cut or indi- 
vidual labels! All applied automatically to a wide range of 
printed pieces at cost-cutting high speeds (up to 16,000 per hour). 
No matter whether labels are pre-addressed from punched 
cards, magnetic tapes, plates, stencils or other addressing 
systems. Or whether you mail small postcards and envelopes 

. middle-sized pamphlets and brochures... or larger maga- 
zines, catalogs and quarter-fold tabloids. All handled by the 
compact easy-to-operate Cheshire Model E. 


CHESHIRE Write for 


i Lete]-1-10)-7-a 4°) descriptive brochure. 


Dept. RDM-3, 1644 N. Honore Street, Chicago 22, Illinois 





impressive piece of work. The only thing 
we cannot understand is how such an 
elaborate project could be profitable or 
reasonable unless the whole cost of pro- 
duction is absorbed by some of the influ- 
ential men who have graduated from 
Baylor. But at any rate, it is a remark- 
able job of explaining an educational 
institution, and the roots from which it 
grew 

— 

eed 
CUTE ADVERTISING PROMOTION 
pieces from Machinery. A 29” long (by 
242" wide) sheet resembles an adding 
machine tape, has a long column of 
figures printed in black. Surprinted in 
red, the long way, is the caption: “Why 
play the numbers game? Machinery gives 
you the men* you want—in the plants* 
you want”. Asteriks refer to short para- 
graphs explaining Machinery'’s in-depth 

coverage of the market 

— 

e@¢ee 
} DID YOU KNOW Ohio was the first 
state (about a year ago) to take authority 
over advertising away from regulatory 
boards? Previously, Ohio had some 21 
boards and commissions, making it tough 
or unupossible for funeral directors, op 
tometrists, beauticians, barbers, account- 
ants, chiropractors, etc., to promote 
services. Ohio lawmakers were finally 
induced to realize that among American 
freedoms should be the right to adver- 
tise (as long as it’s honest and in good 
taste). Louisiana was the second state to 
pass a right to advertise regulation 
Florida courts recently overruled a regu- 
latory commission prohibiting mortuaries 
from advertising. Hope this trend con 

tinues 

— 

e@ee 
FOR A HUMANIZED ANNUAL 
REPORT issued by a bank try to 
see the 1960 report issued by Bankers 
Trust Co., New York. We think the 
candid-shop-type pictures in the 36-page, 
7” x 10” booklet are wonderful. It cer 
tainly is altogether different from the 
oldtime, stodgy banking report. Con 


gratulations to all concerned 


ead 

RADIO SERVICEMEN can keep 
abreast of the newest developments in 
radio repair through a correspondence 
course offered by Sylvania Electric Prod- 
ucts Inc., 730 Third Avenue, New York 
17, N. Y. The course called “Advanced 
Techniques of Radio Servicing” will con- 
sist of 12 lessons covering all types of 
radios. The company also offers cor- 
respondence courses on the servicing of 
transistorized equipment, black and white 
and color television, and on business tech- 
niques and practices. The courses are 
available to service dealers through Syl- 
vania distributors. e 
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Purple Finch (Fringilla Purpurea) 
drawn from nature by J. J. Audubon (1785-1851) 
Reproduced from a color transparency 
"on 70 Ib, Finch Offet 


— 
a/ 


remarkable beauty of the Purple Finch is captured 
on a remarkable paper... FINCH OFFSET 


TO PROVE THAT FINCH OFFSET GIVES YOU MORE FOR YOUR MONEY 
Turn the page to read what Finch Offset can do for you 





the 
Parole 


te 
“Incn 


rep roduction 


demonstrates that FINCH OFFSET 


has quality to spare for your 
everyday purposes 


direct mail pieces, booklets and 


folders in one or more colors. 


such as 


Yet FINCH OFFSET offers substantial 
savings in cost. Why pay more for 
comparable results? Get FINCH OFFSET’S 


superior qualities of finish, 


formation and press performance 


and save money too. See your 


paper merchant now for samples 


and specifications. 


“her 
FREE full color reprints of 
the Purple Finch are available 


Write to Finch, Pruyn & Company, 
Glen St., Glens Falls, N.¥ 


These Fine Paper Merchants 
Distribute Finch Offset 


ALABAMA 
Slean Paper Compony 
Partin Paper Company 


CALIFORNIA 
Kelly Paper Compony 
L. Moses 


CONNECTICUT 

George W. Millar & Co., Inc 
Carter Rice Storrs & Bement 
John Carter & Co., inc 
Carter Rice Storrs & Bement 


DISTRICT OF COLUMBIA 
The Whiteker Paper Co 
Wilcox-Walter-Furiong Paper Co 


FLORIDA 

Jacksonville Paper Compony Jacksonville 
Evergiade Paper Compony Miami 
Central Paper Compony Orlando 
Capital Paper Company Tollohassee 
Tampo Paper Company Tompa 


GEORGIA 
Sleon Paper Company 


ILLINOIS 

Berkshire Papers, inc 
Bradner Smith & Company 
Empire Paper Compeny 
Midland Paper Co 
Reliable Paper Co 


INDIANA 

The Millcroft Paper Company 
Central Ohio Paper Compeny 
MacColium Paper Company 


IOWA 


Western Newspaper Union 


LOUISIANA 
A to I Paper Company 


MAINE 
Corter Rice Storrs & Bement 
C. M. Rice Paper Company 


MARYLAND 
Mudge Paper Company 
The Whitoker Paper Company 


MASSACHUSETTS 

Carter Rice Storrs & Bement 
John Carter & Co., Inc 

The J. C. Campbell Paper Co 
Judd Paper Company 
Carter Rice Storrs & Bement 


Birminghom 
Mobile 


los Angeles 
los Angeles 


Bridgeport 
East Hartford 
East Hartford 

New Hoven 


Washington 
Washington 


Atlante 


Chicago 
Chicago 
Chicoge 
Chicago 
Chicage 


Fort Wayne 
Indianapolis 
Indionapolis 


Des Moines 


New Orleans 


Auguste 
Portland 


Baltimore 
Baltimore 


Boston 
Boston 
Brockton 
Holyoke 
Springfield 


John Carter & Co., Inc 
Carter Rice Storrs & Bement 
The J. C. Campbell Paper Co 


MICHIGAN 

Central Ohio Poper Company 
Service Paper Co 

Central Michigan Porer Co 
Triquet Paper Compony 


MINNESOTA 
Minnesota Poper & Cordage Co 
Inter-City Paper Compony 


MiSSOURI 

Carpenter Paper Company 
Tobey Fine Papers, tn 
Tobey Fine Papers. in 


NEBRASKA 
Carpenter Paper Compony 
Western Paper Compony 


NEW HAMPSHIRE 

John Carter & Co., Inc 

C. M. Rice Paper Compony 
The J. C. Campbell Paper Co 


NEW JERSEY 
Central Paper Company 
Central Paper Company 


NEW YORK 

W. H. Smith Paper Corp 
Binghamton Paper Co, Inc 
The Alling & Cory Company 
Horwitz Brothers 

Leland Paper Company 

The Millcraft Paper Company 
Henry Lindenmeyr & Sons 
H.P. Andrews Paper Company 


Springfield 
Worcester 
Worcester 


Detroit 
Detroit 
Grand Rapids 
Lansing 


Minneapolis 
St. Pavi 


Kansas City 
Kanses City 
St. Lowis 


Omaha 
Omoha 


Concord 
Concord 
Monchester 


Newark 
Trenton 


Albony 
Binghamton 
Buffolo 
Elmira 
Glens Falls 
Jamestown 


Long Island City 


New York City 


Boeldwin Paper Company, inc. New York City 
Beekman Paper Co., Inc New 


Bulkley Dunton & Co., Inc 
The Canfield Paper Compony 
Linde-Lothrop Paper Co., Inc 
Merquardt & Compony 
Millbrand Paper Co 
Reinhold-Gould, Inc 


Ris Paper Company, inc New 


Schlosser Paper Corporation 


The Whitaker Paper Compeny New York City 


Fine Papers, inc 
3 & FB. Garrett Compony 
The Alling & Cory Company 


NORTH CAROLINA 
Caskie Paper Co., Inc 
Epes-Fitrgeraid Paper Company 


Rochester 
Syracuse 
Utica 


Cherlotte 
Raleiah 





AND COMPANY 


OHIO 

The Millcraft Paper Company 

The Chatfield Paper Corp 

The Whitoker Paper Compony 
The Milicroft Paper Compony 

Central Ohic Paper Company 

Central Ohio Paper Compony 
The Whitoker Paper Company 
The Milicraft Paper Compony 

Paper Merchonts, Inc 


PENNSYLVANIA 
Wilcox-Walter-Furlong Paper Co 
The Whitoker Paper Company 
The Alling & Cory Compony 
Wilcox-Walter-Furlong Paper Co 
Wilcox-Walter-Furiong Paper Co 
The Whitoker Paper Compony 
Megargee Brothers, Inc 
Wilcox-Walter-Furlong Paper Co 
Mudge Poper Compony 


RHODE ISLAND 

The J. C. Campbell Paper Co 
Carter Rice Storrs & Bement 
John Carter & Co., Inc 


SOUTH CAROLINA 
Epes-Fitrgerald Paper Company 


TENNESSEE 

Sloan Paper Compony 
Seuthiand Paper Co 
Clements Paper Company 


TEXAS 

Clampitt Paper Company 
Clampit? Paper Company 
Clampitt Paper Company 
Shiner-Sien Pape: Company 


VIRGINIA 

Caskie Paper Co., Inc 
Epes-Fitrgerald Poper Company 
Epes-Fitzgerald Paper Company 
WASHINGTON 

Kaplan Paper Company 


WEST VIRGINIA 
Copco Papers, inc 


WISCONSIN 
The Bover Paper Company 


CANADA 
The Kruger Paper Co., itd 


INC. GLENS FALLS NY 


Akron 
Cincinnati 
Cincinnati 
Cleveland 
Columbus 
Deyton 
Dayton 
Toledo 
Toledo 


Bethlehem 
Erie 
Morrisburg 
Harrisburg 
Philadelphia 
Pittsburgh 
Scranton 
Scranton 
York 


Pawtucket 
Pawtucket 
Providence 


Columbia 


Nashville 


Dollas 

Fort Worth 
Houston 

Sen Antonio 


Lynchbur 
Norfol 
Richmond 


Seattle 


Charleston 


Milwovkee 


Montreal 





Mailing List 


4 Automat 


General Electric 


The Electronic Sorter selects names that qualify for a specific 
combination of punched codes and sorts those that qualify into 
groups according to sales office territory. 


REPORTER'S NOTE: Bill Stolberg’s title at General Electric now reads 
Manager of Power Transmission and Auxiliary Accounts, but until very 
recently he was manager of District Programs and Services in GE's ad- 
vertising and scles promotion department. Then, as now, he is vitally 
concerned with the direct mail promotion at GE. The story of General 
Electric's automated list program is fascinating, and is a must for every 
reader of this magazine. Easy to understand charts and Bill’s facile 
ability with the written word takes this story out of the nuts and bolts 
category ond makes it an exciting adventure into the world of push- 


button prospects and tab-card customers. 


by William F. Stolberg 


N ANY SERIOUS 

the direct-mail medium, one thing 
tands out very clearly: no matter 
how good a letter you 
matter how sharp the copy or layout 
or printing of a mailing piece, no 
matter how efficient your mechanical 
distribution procedures Ww. a 


examination of 


write, no 


mailing list isn’t right, a good share 
of your time, effort, and money is 
thrown away. It’s a foregone con- 
clusion that the mailing list is the 
most important single factor in direct- 
mail advertising. 

Industrial direct mail, in a sense, 
has a decided edge over consumer 
mail in this regard because of the 
relatively smaller numbers of people 
you must reach with your sales mes- 
sage. For example, in General Elec- 
tric’s “apparatus” business—producer 
goods electrical equipment for utility, 
industry, and transportation market 

there are probably fewer than 
200,000 individuals with major influ- 
ence on annual purchases in the 
magnitude of seven billion dollars. 

Why not mail everything, then, to 
all these people? Well, it just won't 
work; undoubtedly would do a great 
deal of harm. There are prospects and 


ee: again there are prospects. Since 
» are selling more than 200 lines of 
equipment to all basic industries, 
obviously one prospect’s need for a 
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specific product or combination of 
products varies considerably from 
another's. Many individuals are reg- 
ular customers for some products and 
prospects for others. Some have the 
ability and wherewithall to buy in 
larger quantities. Some have more 
influence on the final purchasing 
decision. Anc' some are more receptive 
to mail promotion. 

Then, too, this “target” audience 
is extremely mobile. Fewer than hal/ 
remain in the same place with the 
same job and interests from one year 
to the next. And to add still further 
complexity, General Electric’s sales 
organizations, personnel, promotional 
objectives, product scope, and market 
orientation are under continuous 
change. 

One of the keys for unraveling this 
knotty problem has always been in 
the hands of our sales force some 
1,000 sales engineers located in about 
150 offices across the country. Their 
intimate, first-hand knowledge of 
practices and personnel in customer 
organizations and their regular con- 
tact with these buying influences make 
them the best qualified to dictate 
content of our mailing list and keep 
it complete, current, and accurate at 
all times. Of course, the best thinking 
of list experts is applied to give form 
and structure to this compilation so 


it can be used effectively, but only 
the salesmen may add, delete, or 
change names. 

But beyond this simple expedient 
to list maintenance (which is anything 
but simple, as you who work with 
salesmen probably know), how can 
any system of human and mechan- 
ical processes, lacking Almighty om- 
niscience, possibly handle all the 
variations and ramifications of selec- 
tively addressing personalized mail to 
such an amorphous group? Even as- 
suming it could be done — with a 
whip, a prayer, and an electronic 
brain — would it be so slow, so costly, 
so inflexible, or so confounded diff- 
cult to administer on a day-to-day 
mailing schedule as to make it 
unworkable? 

Our System Works 

These are the questions we have 
been trying to answer at General 
Electric for many long years. Our 
solution, while far from perfect, does 
seem to satisfy most of our require- 
ments. Our direct-mail system works, 
and works amazingly well in light of 
the problems involved. Of course, it 
is suited to our special and unique 
needs, even to the extent of designing 
special procedures or devising new 
modifications and combinations of 
standard equipment. As such, it prob- 
ably would not be totally suitable or 
desirable in other companies. On the 
assumption, however, that you may 
gain some better insight into your 
own problems by analyzing how we 
solved ours, here’s the story. 

About eighteen months ago, in our 
everlasting search for better promo- 
tional techniques and procedures, we 
came to the realization that the time 
had come for us to conduct a major 
review and revision of our customer 
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The Electronic Facsimile Printer “reads” TYPED names 
and addresses and produces a mirror image on 


paper tape. 


and prospect mailing list to auto- 
mate it. There were many reasons for 
this decision. 

When our old mailing list was es- 
tablished, it was well suited to the 
conditions that existed at that time, 
all things considered. Since then, a 
number of factors changed, not the 
least of which was an accelerated 
trend toward specialty selling in the 
apparatus business. Markets, too, had 
undergone some significant shifts in 
recent years, a plethora of new prod- 
ucts was pouring from our laborato- 
ries, orientation of many General 
Electric departments had been altered, 
and realignments in our sales force 
presented a new set of conditions 
bearing on mailing list structure. 

More and more, with each passing 
day, our old customer and prospect 
list was becoming less workable. And 
as salesmen confidence in the 
list, they naturally did a poorer job 
of keeping it up to date, so a high 
degree of error became evident. 

Experts Study Problem 


As soon as the problem could be 
recognized and defined adequately, 
we assigned two of our direct-mail 
experts—one in charge of our Mailing 
List Maintenance Operation and the 
other Manager of Distribution at our 
printing company — to make a study 
for us and recommend the most 
desirable solution. 

They spent eight months on the 
investigation. They conferred with 
our own people and consulted with 
other large industrial firms whose 
problems are similar to ours. They 
considered lengthy proposals from 
the leading equipment manufacturers. 
Some of the weird and wonderful 
machinery they examined didn’t even 
exist a few short years ago. Every 


lost 


From the paper tape prepared by the Facsimile Printer, the Heat 
Transfer Printer addresses envelopes or mailing pieces; automatic- 


ally spacing groups of envelopes by geographical location. 


minute detail of procedure, facilities, 
equipment, methods, list structure, 
cost, and hundreds of small advan- 
tages and disadvantages that can make 
or break a highly selective, heavily 
used system like ours, they researched 
exhaustively. 

Based on all considerations, 
weighed according to their import- 
ance to us, these men recommended 
the adoption of a punched-card system 
utilizing a combination of standard 
commercial equipment with slight 
modifications. 

How It Operates 


Here’s how the system works. When 
a mailing is to be made, a selected 
stack of punched cards is fed into a 
high-speed electronic sorter, program- 
med for selecting the proper individ- 
uals for that particular mailing. The 
cards that qualify then go through 
a scanner which reads the names and 
addresses on the cards and electronic- 
ally reproduces a mirror-image of 
them on a paper tape. This, in turn, 
into a_ heat-transfer printer 
which automatically superimposes the 
names and addresses on to envelopes 
or self-mailers. The master punched 
cards meanwhile are returned to the 
main file to be ready for the next 
mailing. 

The mechanics of maintaining and 
using such a system are relatively 
simple and extremely fast. The sorter 
has a rated speed of 48,000 cards an 
hour, which permits us to search our 
entire list for a specific factor in a 
little over two hours time( our former 
system took 25 hours). Of course, this 
is seldom necessary, since the list is 
broken down and filed in a manner 
that normally precludes sorting more 
than about 20,000 cards. 

For maintenance purposes, the list 
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is machine-sorted into alphabetic se- 
quence every two weeks so that indi- 
vidual cards to be cancelled or 
changed can be hand picked from the 
files in a matter of seconds. Unlike 
conventional punched card _installa- 
tions, ours permits full use of the 
punched field for codings, thereby 
eliminating the necessity of having 
two or three cards per name. Also, it 
provides us with three duplicates of 
the master card: one for making 
selective list counts without tying up 
the master set, one for geographic 
filing in the headquarters mailing list 
maintenance operation, and one for 
use of the salesman who put the name 
on the list. 

An interesting by-product advantage 
of the system is that it enabled us to 
reduce by 75 percent the amount of 
floor space formerly required for list 
storage. 

The list structure itself is basically 
three dimensional. This means that 
a prospect can be classified and se- 
lected by combinations of three 
factors: 

1. By type of business or industry 

2. By occupation or function of the 
individual 

3. By products we hope to sell him. 

(Automatic selection also can be 
made by General Electric sales opera- 
tion, or geographically by sales dis- 
trict, state, or sales office.) 

In the first dimension there are 75 
industry classifications (or mailing 
lists) which provide the filing break- 
down. These start with the electric 
utilities and other public services like 
telephone and telegraph, water supply, 


gas, and steam companies. Then “@ 


have the business involved in (a) get- 
ting raw materials out of the ground, 
(b) conversion to primary materials, 
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(c) producing machinery to make 
goods and products, and (d) manu- 
facturing of finished goods. Following 
these are the various non-manufac- 
turers: rail, air, and marine transpor- 
tation; architects, contractors, and 
consultants; local, state, and federal 
government agencies; and so on. 

The second dimension of selectivity 
is the function of the individual — 
administrative, sales, purchasing, en- 
gineering, manufacturing, research, 
etc. Different sets of these occupa- 
tional definitions are provided for 
industrial, utility, and transportation 
markets to avoid misinterpretation. 
Our equipment even lets us recognize 
that sometimes a man “wears two 
hats.” The plant engineer who also 
is in charge of maintenance thus can 
be coded for both jobs (or more if 
necessary). Another refinement in this 
area is that each of the main occu- 
pational headings actually has two 
codes: one for the top man in that 
function and another for those who 
work for him. This feature permits 
the selection of people with manage- 
ment responsibility in any specific 
function, the “doers” in that function, 
or both. 

The third selective dimension, 
product interest, currently includes 
209 G-E product lines and two special 
codes to meet specific situations: one 
for customers who want to receive 
catalog-type mailings (this is always 
used in conjunction with one of the 
primary product codes) and another 
for those to whom we direct non- 
product prestige-type messages. 

This list structure provides ex- 
tremely fine selectivity to suit virtually 
all possible mail promotion objectives 
with precision accuracy. There are 
more than seventy-five billion com- 
binations of codes for selectively di- 
recting messages to appropriate pros- 
pects and customers. On the one hand 
we can reach every designer of textile 
machinery in New England who is 
interested in push buttons. On the 
other, our message can go to non- 
management production personnel in 
steel mills handled out of our Pitts- 
burgh office who are interested in 
large d-c motors. Or all research 
executives in tobacco, food, and drug 
companies can be selected. Or every- 
body west of the Mississippi interested 
in data accumulating computers. Or 
consulting engineers who work on 
rapid transit systems. Or presidents 
and board members of private electric 
utility companies in California inter- 
ested in atomic reactors for power 
generation. The flexibility of the sys- 
tem is almost infinite. (Cont. on p. 22) 
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HOW TO READ C&P MAILING LIST CARDS 
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THIS SAMPLE CARD SHOWS: 


1 Code 1-1 (User Industries Sales) 

2 Occupational Codes 4-0, 5-1, 6-3 

3 Sales Engineer 72U sells Transmission 
& Auxiliary Equipment and Sales Engi- 
neer 37U sells Distribution Equipment 
to this customer 

4 Customer is on mailing list 101 

5 District code (EC for East Central) 


THE PUNCHED CODINGS 

Remington-Rand punched cards are used in the new C&P system. These cards are divided 
into two punching fields—upper and lower—making 90 columns available for punching. 
Columns | thru 45 are in the upper field and 46 thru 90 in the lower. The file cards, 
however, have been cut to five inches (to permit filing with 3 x 5 cards) and show only 
columns 1-31 (as numbered across the top of the card) and 46-76 (numbered across the 
bottom). 

There are six possible punching positions in each column and they are identified by the 
odd numbers 0, 1, 3, 5, 7 and 9. Except for the area that would interfere with the elec- 
tronic reading of the master cards and facsimile printing on the file cards, these six 
positions are indicated by printed blue numerals in every column. Where these numerals 
have been omitted, it is relatively easy to interpret any hole. For example, any holes 
immediately below any of the “l’s” in the upper field would be “3’s” and any immediately 
above the ‘‘l’s” in the lower field would be “0's.” 

The codes are interpreted by first reading the column number and then the punches in 
that column as illustrated in this sample. 


THE PUNCH IN COLUMN 1 
Column 1 is used for coding the customer to the responsible sales operation. A “1” for 
USER, “3” for CID, or “5” for MDF. (Codes 1-1, 1-3, or 1-5). 


THE DATE 

The date is punched in columns 29, 30, and 31. Column 29 indicates the year (“0"” for 
1960, “1” for 1961, etc.). Columns 30 and 31 represent the fiscal week—the 13th in 
this sample. 

Only in these three columns will even numbers be used. An even number in the Rem-Rand 
system is obtained by punching a “9” in combination with “1” “3” “5” or “7” in the 
same column. This “9” increases the value of the other punch by one. The punch of 
a “3” and “9” in one of these columns, for instance, would be a 4. 


THE PRINTED IMAGE OF NAME AND CODES 

The printed image is a facsimile of the information typed on the master card. It includes 
the eight positions for sales engineers’ codes—positions 1 thru 4 from top to bottom in 
one column and positions 5 thru 8 in the second column. 


Codes for User Sales Engineers 

If only one USER salesman in the sales office contacts the customer for the products 
coded, his code number will be shown in the first seven positions and the Coordinator's 
code will be in the eighth position. 

If two or more USER salesmen from the same sales office contact the customer, their 
codes will be shown in the positions corresponding to the products each sells; and the 
Coordinator’s code will be shown in all remaining positions (as illustrated in this sample). 
Because only one of these eight positions will be selected for each SPS mailing, only 
one code will show on the SPS envelope. By leaving no blanks in these coding positions 
there will be no chance that any SPS envelope will not be coded to someone in the sales 
office, even if there should be an error in marking product codes or failure to use the 
correct coding position for one of the salesman’s codes. 


Codes for CID and MDF Sales Engineers 

Only one CID or MDF salesman is assigned to a customer and his code will be shown in 
all eight positions. The Coordinator's code is not shown because, as in the previous 
system, there never will be any reason for anyone but the assigned salesman to receive 
and sign the SPS letter. Every SPS envelope will be coded to this one salesman regardless 
of the code position used for the mailing. 


6 Sales Office code (AKR for Akron) 

7 The year (0 for 1960) 

8 The fiscal week (1 and 3 for the 13th) 
9 Product Code 13-1 

10 Mailing List Coordinator's code (200) 


11 Product Codes 62-7, 63-1, 63-3, 66-7, 
66-9, 67-7, 67-9, 69-7, 70-5, 71-3 











EXAMPLE OF DISTRIBUTION FLEXIBILITY OF NEW C&P LISTS 





Our problem here resulted from a 

combination of factors: 

Individual in customer organization is shown on C&P list as: : . : 
1. Most of our direct mail is 


(a) Steel mill employee (List 225) : 4 

(b) Production executive (Code 4-0) Qtay have other oc- personalized and delivered in bulk to 
cupational & product » 

sales offices so that the salesman who 


(c) Interested in arc-furnace transformers (Code 70-7) eodes es well.) 
calls on a particular customer can 


(d) Allegheny District customer 

(e) Located in Pennsylvania 
screen, sign, and mail the piece ad- 
dressed to that man. Our new 


(£) Handled out of the Pittsburgh Office 
By selecting these code symbols singlely or in combinations, «a mailing can - Y 
equipment permits us to pre-sort the 


be directed to this individual in 37 different ways. As shown below, we cen 


send our mailing to all 


Steel mill customers 
Production executives 


Allegheny District customers 
Customers in Pennsylvania 


Steel mill production executives 


Oot e@enouvrwne 


Steel mill customers in Pennsylvania 
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Production executives in Pennsylvania 
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Pittsburgh Office 


Steel mill Allegheny District customers in Pennsylvania 
Production executives interested in arc-furnace transformers in Allegheny 


District 


Production executives interested in arc-furnace transformers in Pennsylvania 
Production executives interested in arc-furnace transformers handled out of 


Pittsburgh Office 


Production executives in Allegheny District located in Pennsylvania 
Steel mill production executives interested in arc-furnace transformers 


in the Allegheny District 


Steel mill production executives interested in arc-furnace transformers 


in Pennsylvania 


Steel mill production executives interested in arc-furnace transformers 


handled o:t of Pittsburgh Office 


Steel mill production executives in Allegheny District, located in 


Pennsylvania 


Production executives interested in arc-furnace transformers in Allegheny 


District, located in Pennsylvania 


Steel mill production executives interested in arc-furnace transformers 
in the Allegheny District, located in Pennsylvania. 


Any of these 37 distribution selections may be desirable to accomplish 
a given objective within « particular set of circumstances. 
selection No. 20 would be the one best suited to a national SPS mailing 
and Nos. 32 or 34 would be ideal for a local mailing in the field. 


People interested in arc-furnace transformers 


Customers handled out of Pittsburgh Office 


Steel mill customers interested in arc-furnace transformers 
Steel mill customers of Allegheny District 


Steel mill customers handled out of Pittsburgh Office 
Production executives interested in arc-furnace transformers 
Production executives in Allegheny District 


Production executives handled out of Pittsburgh Office 

People interested in arc-furnace transformers in Allegheny District 

People interested in arc-furnace transformers in Pennsylvania 

People interested in arc-furnace transformers handled out of Pittsburgh Off. 
Allegheny District customers in Pennsylvania 

Steel mill production executives interested in arc-furnece transformers 
Steel mill production executives in Allegheny District 

Steel mill production executives in Pennsylvania 

Steel mill production executives handled out of Pittsburgh Office 

Steel mill customers interested in arc-furnace transformers in Allegheny Dist. 
Steel mill customers interested in arc-furnace transformers in Pennsylvania 
Steel mill customers interested in arc-furnace transformers handled out of 


Normally, 








Naturally a special tabulator card 
layout was required to enable us to 
put into the system the kind of 
information we wanted. Typed on the 
card are the customer's name, his 
company and mail address, the code 
letters of the General Electric Sales 
district and office responsible, code 
numbers of all G-E salesmen who call 
on this individual, the code number 
of the mailing list coordinator in the 
field who works with these salesmen, 
and the mailing list number. 

Punched into each card for auto- 
matic selective sorting are numerical 
codes for the G-E sales operation, 
district, and office, mailing list, occu- 
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pation or function of the individual 
in his organization, his product in- 
terest, the date the card was made 
up, state and city, parcel post zone, 
alpha ceding for aid in maintenance, 
and special data on list sequence for 
internal classification. 

One interesting feature of the card 
layout is that the coded information 
is arranged so that duplicate cards 
used for list maintenance can be cut 
down to three-by-five size, thus fa- 
cilitating handling and filing, with no 
loss of relevant information. 

Another, and more significant in- 
novation is the positioning of the 
salesmen’s code numbers on the card. 


selected master cards by sales office 
prior to addressing. ) 

2. It is possible in our organiza- 
tion for a number of salesmen (each 
handling a different line of products) 
to call on the same customer. 

3. A customer can be on the list 
only once, to preclude duplication 
when combinations of lists are used 
for a mailing. 

To solve this enigma, our master 
punch cards have eight positions for 
listing sales engineers’ code numbers, 
and a special cam arrangement on the 
electronic scanner permits it to be 
set to read only that salesman position 
which corresponds to the type of 
equipment covered in that mailing. 
The addressed pieces then show only 
one salesman’s code number and it is 
a simple process in the filed to dis- 
tribute these to the appropriate man 
for his signature on the letter. 

Thus, when a mailing is made on 
power transformers, for example, it 
is signed by the General Electric 
salesman who sells power transform- 
ers to a particular customer and not 
by any of the other salesmen who 
may Call on that customer to sell other 
equipment. 

The amount of study and work in- 
volved in establishing a mailing list 
system like this is certainly not 
inconsiderable. Nor can we minimize 
the myriad problems which had to be 
overcome or the “labor pains” suf- 
fered in giving birth to such a 
precocious child. But we think all 
the trouble has been worth-while. 

Not only are our reduced 
(initial investment should be recov- 
ered in two years), but we have a 
much faster, simpler, more efficient 
direct-mail vehicle. Well-defined cus- 
tomer interests enable us to give them 
only the information they want. 
Greater selectivity means less waste 
distribution and has definitely re- 
duved the quantities in most of our 
mailings. Salesmen can do a better 
job of maintaining their lists, and 
probably have more incentive and 
desire to do so. Our product depart- 
ments are assured of economical, pin- 
point distribution of their messages. 
In total, so far as lists are concerned, 
our direct mail is more effective than 
it’s ever been. e 


costs 
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Designer 
Jacques Nathan-Garamond is head 
of the Graphic Design Department 
at the Ecole Nationale Superiéure 
des Arts Décoratifs, in Paris. 

a position he has held since 1939. 
In addition, he maintains 

his own studio for advertising 

and editorial design. Creator of 
numerous exhibitions for the 
E.C.A. Information Service 

in Paris, he was awarded a 

Gold Medal for the 

“Beast Poster 1958, Paris.” 


3 ppacity and 

ink acceptability. Further 
examples of the sheet’s 
compatibility with the 
“impossible” are reverses of 
fine type in screen and solids... 
and intricate register which 
would not be possible without 
the controlled moisture 

content of the sheet. The result 
of this “torture test,” 

as you see, is faithful repro- 
duction of each design element. 
Why not put Penn Brite Offset, 
the value sheet, to the test 

on your next job? 


new york and penn 


pulp and paper manufacturers 





W rite for new swatch book 

and the name of your nearest y 
distributor. 

New York & Pennsylvania Co., 

425 Park Avenue, 

New York 22, New York. 





A PENNY 
GOES 
A LONG WAY 


Minnesota Paint’s penny promo- 
tions help cement manufacturer- 
dealer relationships 


A SERIES OF three mailings util- 
izing pennies from Switzerland, 
Yugoslavia, and the United States 
recently helped Minnesota Paints Inc., 
help their dealers all across the 
country. This unusual campaign con- 
sisted of two teaser mailings leading 
up to the final and fully explanatory 
third mailing. 

Like so many companies who de- 
pend on the dealer’s efforts to sell 
their product, Minnesota Paint, Inc., 
1101 Third Street South, Minneapolis 
15, Minnesota, must constantly re- 
mind the dealer to promote Minne- 
sota’s products locally; and must help 
him to do this effectively through com- 
pany prepared direct mail advertising. 

Usually the salesman is the liaison 
between the company and the dealer, 
but at times this system breaks down. 
“We realize,” says Minnesota ad man- 
ager R. W. Anderson, “that in many 
cases a salesman will overlook certain 
elements of a promotion; or possibly 
he doesn’t understand or he doesn’t 
visualize the many and varied ways 
an advertising piece can be used ad- 
vantageously by a dealer. To over- 
come this we supplement our sales- 
man’s efforts by sending informative 
mailings directly to the dealer. These 
mailings give the complete story and 
include an order form for the dealer. 
We explain each piece of the mailing 
to our salesman, its objectives. mail- 
ing dates, etc. With this information 
our salesmen can follow through with 
personal calls on each dealer.” 

Minnesota's latest by-mail 
paign to its 3000 dealers all over the 


cam- 


country went out just last month. The 
first two pieces were 644” by 31” 
black and orange cards mailed in #6 
envelopes with a die cut window oi 
the left side. Through the window 
(cellophane covered) showed through 
either a Swiss penny or a Yugoslav 
penny. 

The final mailing piece was larger, 
a 514” x 10” folder containing three 
different stuffers, each one featuring 
paint chips for different types of 
paint. All were printed in yellow, 
brown and navy blue. One featured 
low luster paint, another regular out- 
door house paint, and the third, in- 
terior paints. Also included in the 
portfolio was a tell-all flier with 
detachable order form. Dealers could 
choose the stuffer(s) they wanted and 
purchase them for 1¢ each. Space was 
provided on the rear of each for the 
dealer to rubber stamp his store 
imprint. 

The foreign pennies were obtained 
from the First National Bank in 
Minneapolis. Other coins were avail- 
able, but the advertising department 
preferred the ones used. 

Do dealers respond to this company 
promotion? They do, says Mr. Ander- 
son. The direct mail offer of stuffers 
combined with the efforts of the local 
salesman Minnesota Paint a 
healthy percentage of dealer partici- 
pation. As for the dealers, they must 
be happy with the company-produced 


gives 


aids they receive because their re 
sponse to offers such as the “penny” 


mailings is always high. e 





_ MENOROTs camera, me ee 





“SEIFCTIVE ViEWER 
SEIECTIVE DO-ER” f 
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ee MANY PROMOTIONAL jobs, me- 
dia depends upon direct mail to 
tell its story. Strange? Not really. Con- 
sider for a moment the predicament 
of the 
papers and TV-radio stations all over 
the keep their space 
advertising at a high and growing 
level, they must constantly promote 
the values of their 
readership, high circulation figures. 
and pulling power to advertisers and 


countless magazines, news- 


country. To 


editorial content, 


their agencies. 

If you re a Foods or an 
Allis-Chalmers or a BBD&O. this 
means that you're receiving a daily 
avalanche of sales promotion direct 
variety of pub- 
become 


General 


mail from a wide 
lishers. Being human, 
numb to the lavish artwork and the 
scintillating copy. The excellent be- 
the the outstanding 
becomes normal. It takes a _ really 
strong appeal to catch your attention. 

TV cuIDE knew this. They knew 
that to keep their message from being 
buried in the wastebasket with hardly 
a second glance, their story would 
have to stick out like a man in tails 
on the beach at Coney Island. 

The magazine’s story was a good 
one. TV GUIDE has authorized Social 
Research, Inc. to do an_ in-depth 
analysis of readers and non-readers of 


you 


comes average, 


the magazine. The study, supervised 
by SRI’s executive director Dr. Bur- 
leigh Gardner, was fashioned from 
over 1200 interviews with persons in 
major and medium markets through- 
out the country. Besides being the 
most intensive analysis ever made of 
the magazine’s audience, it was also 
a significant study of television’s role 
in American life. 

The problem was, how to separate 
the TV GUIDE study from the competing 
mass of media promotion pieces sure 
to be on the agency or advertisers 
desk. The solution lay in a double- 
pronged effort of publicity and ad- 
vertising, an effort that spanned a six 
month period. 

Under the direction of Jules Hoff- 
yromolion manager, 
campaign was 


man, advertising 
an extensive media 
placed in major daily 
national magazines, and trade jour- 
nals from coast to coast. A publicity 
kit, containing information about the 
surveys, pictures, and press releases 
was sent to several hundred magazines 
and publication in a broad field, plus 
hundreds of newspaper editors and 
columnists. A 17 minute film featur- 
ing Dr. Gardner and Dave Garroway 
was also produced. 
With this extensive 
casting and publicity benefits to paint 


newspapers, 


space broad- 


PROMOTES A 
RESEARCH 
REPORT 
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MAIL ADVERTISING 





the background, direct mail promo- 
tion was called upon to highlight the 
details. Although the finished report 
would not be completed and published 
until June 1960, Hoffman, along with 
ad director Mike O'Neill and national 
ad manager Eric Larson, began plan- 
ning the direct mail portion early in 
the year. 

“Our entire direct mail program,” 
said Jules Hoffman, “was designed’ to 
pinpoint specific prospects. 't would 
be physically difficult, of course, for 
a salesman to cover every potentional 
ad prospect. But by the same token, 
we knew there was a tremendous in- 
formation and education program 
needed on the Gardner report before 
the salesman made even one call. We 
felt that direct mail could do much 
of this work at a minimum of cost 
and with an effective frequency, at 
the same time tying it in with our 
overall campaign.” 

After weeks of study, the campaign 
was set up with this schedule. 


1. A publisher’s bind-in to appear 
in complimentary copies of the mag- 
azine. This would be a brief announce- 
ment from Publisher James T. Quirk 
outlining the significance of the 
Gardner report to advertisers and the 
television industry. 
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2. An initial mailing with a per- 
sonal letter from Mr. Quirk to several 
hundred of the country’s top adver- 
tisers and agency executives. A bound 
copy of the Gardner report accom- 
panied the letter. 


3. The second mailing a short time 
later was another letter from Mr. 
Quirk with a copy of the report. This 
was sent to more than 22,000 persons 
on a national and regional list. This 
list included advertisers and agency 
people. The list covered such fields 
as food, drugs and automotive. This 
was a 10-page capsule report of the 
highlights of the Gardner report. The 
three-color booklet was written and 
designed to orient and explain the 
report and to develop interest in it. 


1. The next step was a series of 
six direct mail pieces pinpointing 
specific areas of the report. These 
mailings were prepared to reach 
readers over a six-week period. Each 
highlighted a specific point. 

One of these six direct mail pieces 
for example, broke down by percent- 
ages, the people Gardner calls Selec- 
tive Viewers (those who are particular 
about how they use their time and 
are choosy in using their TV viewing 
time) and non-readers and_ their 
specific video tastes. Another piece 





discussed the mood or attitudes of the 
viewer while watching television. 

All the creative work both copy 
and art was handled by Tv GumDE’s 
advertising promotion staff. Costs on 
the mailing pieces ran from eight to 
fifteen cents each, depending entirely 
upon the stock, colors, pages, etc. Two 
different versions of the Gardner re- 
port were printed. The 60 page 
unabridged hard cover edition was 
printed only in limited supply, but a 
20 page adbridged version with soft 
cover was distributed to 30,000 per- 
sons. 

How effective was the campaign and 
did it produce the desire results? 
Michael J. O'Neill, advertising di- 
rector, firmly believes it did. “The 
playback we have received throughout 
the industry sinces the Gardner report 
was introduced, has been highly en- 


couraging” he said. “It is often diffi- 
cult to accurately measure the effec- 
tiveness of this type of campaign, but 


judging from the comments and 
reactions received, the cam- 
paign was highly effective among the 
people we wanted to interest. We 
received an excellent response from 
the top echelon people in management 
and agencies. A number of them said 
they were impressed with the mannet 
in which the program was presented.” ® 
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by Paul Bringe 


WORDS YOU WILL 
USE IN THE SIXTIES 


PART TWO 


Last month, we published Part One of 
Paul’s exciting talk before the Miami 
convention. This is the second and final 
installment. The first part of this article 
dealt with the growth of printed advertising 
and its relation to the ability of the 
consumer to understand it. Paul’s premise 
which he fully explains here is that the 
words you used ten and twenty years 

ago to sell your product are no longer 
sufficient to sell the consumer of the 
Sixties and Seventies. Next issue, Paul’s 
column, Upgrading Letter Copy will resume. 


Now consider for a moment that 
direct mail is the only form of multi 
plied selling (I won't call it mass 
selling) that brings back enough 
direct impressions of the buyer to the 
advertiser to enable him to mold his 
selling to fit his market. Other forms 
of advertising are starved for just 
this kind of feed-back information 
That's why we have Nielsen reports 
and Starch reports and Motivational 
Research. These are attempts to learn 
more about the buver of product \ 
The wholesaler. the retailer. the man 
ufacturer. advertising and selling 
their products in the usual way. are 
shielded from direct contact with 
their buyers. Thev cannot get enough 
information on which to base selling 
strategy. So. to get this information 
they must devise various limited and 
expensive methods of digging for it 

Think how fortunate you are. in 
selling by mail. to have a direct chan 
nel of communication with each and 
every buver of vou product, And 
consider that when this buyer is send 
ing you an order. or writing you a 
letter, he is giving you a great deal 
more information than the bare facts 
of his communication would indicat: 
Isnt it up to us to make use of this 
information in a rational and repeat 


able mannet to store it and call it 
forth when we need it. so we do not 
have to depend on the intuitional in 
sight of one or two individuals to 
produce the image the buyer wants 
to see In our company? 

You will say. of course. that this is 
a pretty big order. If we cannot even 
pinpoint and write down on paper the 
background impressions the buyer is 
sending to us. how then are we to 
devise a method that can do this job 
mechanically. so that it can be repro 
duced at will 

What we need to do is call on 
machines to do the job for us. the 
same machines that are being used in 
industry to plan production and to 
work out intricate mathematical cal 
culations that would take many men 
years to do with brain power alone 
We have applied mechanical brains 
to many physical problems, but we 
have yet to use them to any great 
extent on human problems 

Advertising and selling is a 100‘; 
human problem. We are still tryine 
to do the job with tools devised 50 
vears ago. Certainly we are doing 
a lot more advertising and selling 
than we ever did before, but because 
we are doing it with the same old 
tools there has been no cost reduction 


in distribution. On the contrary, dis- 
tribution costs continue to go up, 
which is in itself a sign that we are 
making no progress in technique. 
Last year | had the privilege of 
seeing the inside of a Strategic Air 
Ground Environment base. This par- 
ticular unit at Madison, Wisconsin, 
is charged with keeping a 24-hour-a- 
dav air watch on all territory from 
central Canada on the North, St. 
Louis on the Seuth: Omaha, Ne- 
braska, on the West. and beyond 
Detroit in the East, 
\ four - story 
building with no windows houses two 


massive concrete 


computing machines operating  to- 
gether, with one doing the con:puta- 
tions and the other standing by to 
take over if necessary. 

In a dimly lit room are 40 “con- 
soles.” as they are called. They have 
a 19” viewing screen much like your 
home TV set. On each console are 
30 switches which control informa- 
tion that can be put on the screen as 
needed. If the operator, for example, 
wants to see the weather pattern over 
an eight-state area, he throws a 
switch and sees the total weather pic- 
ture at a glance. If he wants to see 
the position, speed and direction of 
all friendly military planes in the 
eight-state area, he throws another 
switch and they are before him on 
the screen. Similarly he can request 
private and commercial planes, and 
they will be pictured on the screen. 
This information is gathered by radar 
installations spotted over the entire 
eight-state area and connected with 
the central point by telephone wires 
and by radio. 

On the day of my visit, a mock 
battle was in progress. Each of 200 
planes was identified with a code 
number and a line indicating its ap- 
proximate direction and speed 

\fter being shown how the console 
operates. | was given the privilege of 
asking for specific information about 
any plane pictured on the = screen 
This is done by pointing a light gun 
which projects a small circle over the 
image of the plane on the screen, You 
press the trigger and within three 
seconds you have a report on a 
smaller screen to one side. This report 
identifies the plane as friendly, hos- 
tile or unknown, gives you the alti- 
tude in feet, the speed in knots and 
the direction. It also tells you how 
long ago the information was gath- 
ered, and if, as in my case, the infor- 
mation had been gathered eight 
minutes before, you can get up-to- 
date information by pressing another 


THE REPORTER OF DIRECT MAIL ADVERTISING 





HERE’S A SIMPLE EQUATION FOR 


GOLORFUL PRINTING AT LOW, LOW COST 

















No one questions the attention value of color. 


Then why not make full use of it on every advertising piece? 


When you print with colored ink on colored paper 


you get a two-color effect. By screening certain areas of type 
or illustration, you get interesting variations. 


The added cost is negligible. Colored ink costs little more than black ink. 
Colored paper costs little more than white paper of comparable quality. 


Try it on your next “one-color” job. You may choose from 


37 colors available in the complete line of Beckett papers — Offset, Text, Cover. 


THE BECKETT PAPER COMPANY 


MAKERS OF GOOD PAPER IN HAMILTON, OHIO, SINCE 1848 





THESE LEADING MERCHANTS SELL BECKETT PAPERS 


ALABAMA MAINE 


Graham Paper Company 
Stoan Paper Company 
Partin Paper Company 


ARIZONA 
Butier Paper Company 


MARYLAND 


Newspaper Union 


CALIFORNIA 
Zelterbach Paper Company 
Zellerbach Paper Company 
Butler Paper Compeny 


Butler Paper Company 
Graham Paper Company 
Butier Paper Company 


CONNECTICUT 
Carter Rice Storrs & Bement, inc 
Henry Lindenmeyr & Sons 
Carter Rice Storrs & Bement, inc 
Henry Lindenmeyr & Sons 


Hartford 
Hartford 
New Haven 
New Haven 


DISTRICT OF COLUMBIA 
The Berton, Duer & Koch Paper Company 
Stanford Paper Company 


FLORIDA 
Jacksonville Paper Company 
Evergiade Paper Company 
Central Paper Company 
Capital Paper Company 
Tampa Paper Company 


Jacksonville ny 
Miami Western Paper Company 


Orlando 
Tallahassee NEW JERSEY 

Tampa Henry Lindenmeyr & Sons 
NEW MEXICO 
Butier Paper Company 
Graham Paper Company 


NEW YORK 


GEORGIA 
Sloan Paper Company 
Whitaker Paper Company 
Macon Paper Company 
Atlantic Paper Company 


Atlanta 
Atlanta 
Macon 


Savannah 


The Hudson Valley Paper Company 


ILLINOIS 

}. W. Butler Paper Company 
James White Paper Company 
). W. Butler Paper Company 


The Alling & Cory 
The 


Chicago 
Chicago 


Peoria Miller & 


Henry Lindenmeyr 


INDIANA 
Marquardt & Company. 


Butler Paper Company 

C. P. Lesh Paper Company 

Butier Paper Company 

The Centra! Ohio Paper Company 

The Chatfield Paper Corporation 
P. Lesh Paper Company 

Mid-States Paper Company 


Evansville 
Evansville 
Ft. Wayne 
Indsanapolis 
Indianapolis 
Indianapolis 
Terre Haute 


Paper Corporation 


NORTH CAROLINA 
1OWA Henley Paper Company 
J}. W. Butler Paper Company Cedar Rapids 
Des Moines 
Dubuque 
Sioux City 


Charlotte Paper Company 
Hen Paper Company 
Epes-Fi 
Raleigh Paper Company 
NORTH DAKOTA 
Western Newspaper Union 


Western Newspaper Union 


KANSAS 
Butler Paper Company 
Graham Paper Company 


Wichita 
Wichita 


KENTUCKY 
Graham Paper Company 
Lowisville Paper & Mig. Co 
Rowland Paper Company 


Louisville 
Louisville 
Lowisville 


Diem & Wing 
Central Ohio Paper 


Union Paper & Twine 
The The Cory Company 
right Paper Company 
Division of The Alling & Cory Co. 
Bulkley, Dunton & Company 
& Sons 


Caskie Paper Company, inc 


ald Paper Company 


Chatfield Paper Corporation 
Cincinnati Cordege & Paper Co. 
‘eper Company 
Whitaker Paper Company 


Carter Rice Storrs & Bement, Inc. 





ie 
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3 ; Paper Company 
. Wilsen Paper Company 


WASHINGTON 
West Coast Paper Company 


McGinnis | Co 
Nited ‘Peper Compeny 


WEST VIRGINIA 


pany 


Nelson-Whitehead Paper Corp 
The Alling & Cory Company 
The Alling & Cory Company 


Troy 
The Alling & Cory Company 





Charlotte 
High Point 
Raleigh 
Raleigh 


Fargo 


Cincinnati 
Clark Papers, Ltd. 
Smith, Davidson & Lecky, Ltd. 


The Union Paper & Twine Company. 


LOUISIANA 
Butler Paper Company 
Graham Paper Company 
Western Newspaper Union 


Central Ohio Paper 

New Orleans 
New Orleans 
Shreveport 


This insert is printed on Beckett Offset, Green, 80 Ib. 
sub., in our new Satin Sheli finish. Note its velvety tex- 
ture. It has the printability of an uncoated paper, yet the 
sheen of a fine coated paper. It has exceptional folding 


y 

Central Ohie Paper Company 
The Cincinnati Cordage & Paper Co 
The Central Ohic Paper Company 


Coast Paper Company, Ltd... . Vancouver, 
Mid-West Paper Sales, Lid. Winnipeg, 


qualities and resistance to smudges and fingerprints. 

Satin Shell is carried in stock, minimum order, 1 
carton. Ask your nearby Beckett merchant, listed above, 
for complete Satin Shell sample swatch. 





Words You Will Use (Cont.) 
switch. The computer then gives data 
gathered during the last 30 seconds. 
What is done with this informa- 
@..:. It is fed into the computer, 
which calculates what should be done 
in any situation. If, for example, a 
hostile plane is picked up in central 
Canada, the computer will determine 
if manned interceptors should be sent 
up and from what point. Or if the 
incoming plane is flying too high or 
too fast. it may determine that a 
Nike-Hercules missile will do a better 
job. It does all this calculation, pro- 
viding answers in fractions of a sec- 
ond, and delivers it to a_ central 
staging room where the top command 
watches the battle on a screen perhaps 
100° square. counter 
action are made here—-and carried 


Decisions for 


out instantly from any one or more 
of hundreds of installations over the 
eight-state area. 

This is 
with modern computing 
Its function is to gather information 
and then interpret it fast enough to 
be of value in making decisions. 


modern radar combined 


machines. 


Direct Mail Radar 


Now. what has all this to do with 
direct mail? How can we devise an 
informational system that will gather 
lata about our market. about our 
customers and prospects, analyze it 
and deliver it to us fast enough and 
form 
sharpen our sales tools? 

We have had a form of radar in 
direct mail from its inception. We 


in a which we can use to 


have been sending oul word messages 
to people, and they have been send- 
Skilled 
direct mail users have developed the 
ability to interpret with fair accuracy 
receive from. their 


ing messages back to us 


the signals they 
customers and prospects, and then, 
with fair success, have devised sales 
tools that answer the problems posed 
by the incoming signals. This system 
has worked in direct mail, because 
mail is the only kind of selling that 
brings direct from 
buyers to one central point. 
The direct mail industry has a tre- 
mendous weapon which it can use to 
refine and perfect its sales 
which, of course, are written words 
sent to individuals. It has not used 
this weapon to its practical limit, be- 
cause interpretation of the incoming 
signals has been left, by and large, 
to the human mind. Some operators, 
by acute observation and long years 
of practice, have developed almost 
subconsciously the ability to analyze 
these signals and use the information 


response many 


tools, 
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for intelligent sales action. But for 
everyone who has developed this skill 
there are thousands more who are 
getting the same signals, the same 
information, but doing nothing 
with it. 

What can we do about it? I am 
not about to recommend that we all 
install elaborate computers, though 
every mail operator should certainly 
now be using methods of sales analy- 
sis that will tell him something about 
his customers. And certainly every 
good mail user analyses his test re- 
sults and applies the information. But 
there is a great area in which we are 
doing nothing — where we could at 
least be exploring the possibilities. 


Man Is A Lazy Animal 


There was some research done 
about 20 years ago by a Prof. G. K. 
Zipf of Harvard. Prof. Zipf had a 
theory that all living things carried 
out their functions with the expendi- 
ture of the least possible effort. He 
cited examples of this among animals 
of all kinds and then set out to prove 
that man, too, seeks to accomplish his 
goals with the expenditure of the 
least possible effort. His theory was 
that even man. with his power of 
thought. follows this principle of the 
conservation of energy. 

All this would not mean much to 
direct mail except that Prof, Zipf put 
in a lot of study on man’s use of 
language and showed how that, too, 
followed the principles of the conser- 
vation of energy. Asa by-product of 
his experiments. he found definite 
relationships between the words peo- 
ple use and their methods of thinking. 

He found, for example, that with 
an analysis of an individual’s written 
and spoken words he could identify 
a person who was likely to become 
insane ten or fifteen years later. Prof. 
Zipf’s studies in themselves would not 
be so remarkable except that other 
people working in the field of lan- 
guage, quite independently, have 
found evidence to indicate that the 
words a person uses reveal methods 
of thinking which, in turn, indicate 
the probable acts of that person. The 
Human Engineering Laboratory, 
which has branches in many cities, 
has spent years testing people to de- 
termine what aptitudes are required 
for various vocations. One of their 
most positive tests is a vocabulary 
test that will indicate success in life— 
and by success they do not refer only 
to the ability to acquire money. Prof. 
Wendell Johnson wrote a book about 
stuttering, called “People in Quan- 
daries,” which contains some eye- 


opening information on how the 
words people use reveal their ap- 
proach to the problems of life. 

Your customers and prospects are 
telling you every day how you can 
successfully appeal to them in selling 
your products. From all over the 
country you are getting thousands of 
signals that carry the information 
you need to make your business grow 
and prosper. 


Most Feedback Is Ignored 


I don’t know of any one in direct 
mail who is making an attempt to 
gather organized information from 
this feedback. Certainly we all pay 
attention when a customer tells us he 
likes our product, but these bits of 
information are only the small part 
of the iceberg above the water, The 
sreater treasure, the bulk of the in- 
formation contained in the feedback, 
we ignore. It is below the water and 
out of sight, so we make no attempt 
to use it. 

This not the place to lay out a 
method of organizing this informa- 
tion. It can be done with as simple 
a set-up as a girl or two at keypunch 
machines recording all of your cus- 
tomers’ and incoming 
words. Then, using punch card sort- 
ing and tabulating equipment, we 
could begin to make order out of this 
information. Out of that 
would come the guide lines that 
would tell us what to write to double 
or triple our results. 

This statistical exploration of the 
minds of our prospects and customers 
through the words they use will come 
in the "60's. It will not come any teo 
soon. because the costs of mail will 
continue to rise, and only those who 
have spent the time and effort to 
study the maps of their customers’ 
minds will be able to survive. 

The days of by guess and by gosh 
in direct mail are passing. We won’t 
be able to afford much longer the 
luxury of having a successful direct 
mail package and not knowing why 
it is successful. The day will come 
when list tests are made not to deter- 
mine if the people on the list will buy 
but to determine if their mental proc- 
esses fit the pattern we have estab- 
lished as the pattern of our buyers. 

If all this sounds like 1984, it is 
not. It is about 1965, The words that 
successful direct mail uses in the late 
60's will be words determined only 
after careful research. The intuitional 
approach which most of us use today, 
and sometimes with great success, 
will not be nearly good enough in 
the years to come.e 


prospects’ 


mass of 





WHEN WAS THE LAST TIME 72022 %.202 ssn sm 
YOU TOSSED OUT 
A $50,000 CUSTOMER? a 


with systematic internal account- 
ing procedures plus the regular em- 
ployment of outside auditors. But, 
the most precious possession of any 
firm is not its physical assets but in- 
stead its customers people who will 
buy from you again. I believe the 
Supreme Court has defined this as the 
real definition of “good will.” Since 
every businessman agrees with this 
philosophy, it is surprising how few 
firms have taken the necessary pre- 
cautions to prevent a young clerk in 
the mailing department often the 
lowest paid girl in the office from 
throwing away customer address 
plates. Good customer plates are being 
thrown away every day and the losses 
are incalculable. 


The danger of throwing away good 


customer plates exists regardless of 


whether you do your own mailing or 
whether you engage top flight profes ® 


sional assistance to do this important 
clerical job for you. In our business 
we maintain thousands of mailing 
lists totaling over 3 million plates 

for hundreds of Missouri and 
Illinois business firms and we've es- 
tablished routines to precisely control 
the plates. Invariably when we discuss 
procedures with a new client we find 
that there has been no previous 
routine established to prevent this 


expensive loss. 


Let’s examine now, just a few of 
the many ways by which good cus- 
tomer names “disappear” from the 
mailing list. The most common. in- 
stance is an incorrect address due to 
typographical error when the plate 
was made. You send your new price 
list to The Jones Company at 1817 
Podunk Street in Waterville. New 
York, but the address should have 
read Waterville, Maine. Naturally, the 
post office is unable to make delivery 
and they rubber stamp the envelope 
“undeliverable.” 


Perhaps ten days later your local 
postman returns this envelope to your 
office with a postage due stamp and 
this envelope, together with its many 
brothers and sisters, is sent to the 


THE REPORTER 





mailing department. Susie, the girl 
handling the mailing lists, puts the 
undeliverable mail finds 
the plate right where it should be 

compares it with the envelope and 
“since the post office can’t deliver it,” 
she pitches it inio the waste basket. 
Exit the Jones Company. Susie didn’t 
know that the Jones Company is one 
of your most valuable new accounts. 


into order, 


About three months later an irate 
salesman storms into the office blast- 
ing anyone and everyone about “how 
do you expect me to sell merchandise 
if we don't even send our new price 
lists to our best customers.” 
enough, The Jones Company has not 
received the three new price lists. each 
of which mentioned a price reduction 
and for the past three months they 
have been placing orders with a more 
astute competitor. The office manager 
and the sales manager converge upon 
the mailing department and search in 
vain for the missing plate. “It just 
ain't there.” Susie, the mailing clerk, 
is all aflutter but she can’t possibly 
she de- 


Sure 


remember whether or not 
stroyed a plate for The Jones Com- 
pany three months previously. 

The result of plates missing from 
a mailing list can be quite drastic 
lost lost misunder- 
standings due to important commun- 


sales, contracts, 
ications never being received. Some 
will be 
receiving mail from a partciular sup- 


customers conscious of not 
plier and they will notify the salesman 
so the damage can be repaired but 
in most businesses it is “out of sight. 
out of mind,” and months later man- 
agement from 
The Smith Company have just sort of 
dropped out of sight. 


wonders Ww hy orders 


Plates Are Destroyed 

It is important that management 
realize the many ways that plates are 
destroyed. First, during addressing 
operations plates jam in the machine 
and become mutilated. There should 
rule that 
damaged plate be put in a special 
envelope marked for that purpose 
and that the plates be immediately 


be an unvarying every 
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remade and refiled into the list. If 
the damaged plate is left on top of 
the addressing machine, somebody 
will knock it to the floor or brush it 
into a scrap bin and “exit another 
customer.” 

Another area for losing plates is 
pure and simple sloppy filing. The file 
girl removes the wrong plate on re- 
turn mail which is truly undeliverable 
due to a company being out of busi- 
ness, for example. If the girl removes 
the wrong plate then the plate that 
should have been removed will be in 
the list and, of course, on the next 
month’s mailing the mailing piece 
will again be returned and this time, 
with luck, she will remove the correct 
plate. In the interim, “exit another 
customer.” This particular operation 
is the hardest to control — the only 
real check to prevent this is a proof- 
reading operation of the removed 
plates against the returned mailing 
pieces, 

When plates are re-embossed for 
changes of name or address they 
should, of course, be proofread and 
checked, but even this doesn’t assure 
that the new plate will be correct 
since many times the original infor- 
mation may be in error. Mail is re- 
turned with post office inscriptions 
such as “not at,” 
“removed,” “removed — left no ad- 
“no such 


“undeliverable,” 
dress,” “‘out of business,” 
street number,” “no such city in state 
named,” etc. These inscriptions can- 
not always be taken literally since 
postal clerks too, are human. Many 
of them are overworked and some- 
times underpaid and it is human 
nature to occasionally use the same 
rubber stamp that is in one’s hand 
rather than reach for the more ap- 
propriate designation. 

These few examples illustrate just 
a few of the many ways that plates 
become incorrect. There are many 
others. More important is “what to 
do about it.” Now, I would like to 
give you a few tips that we have 
found helpful in preventing _ this 
expensive loss. The procedures, of 


course, will vary depending upon the 
nature of your business, the way 
your lists are set up, and the relative 
importance of your various lists. 

If your customer lists are set up in 
graded category such as small ac- 
counts, medium accounts, large ac- 
counts, the procedures will depend 
upon the list. Thus, all plate removals 
in the medium and large account 
categories go to the office manager or 
designated assistant for personal 
audit. Removals from the small cus- 
tomer list may be entrusted to the 
mailing department itself. Likewise, 
prospect lists that are very large, 
such as in the mail order business, 
may receive no extra auditing and 
even the customer lists be given only 
cursory auditing since the value of 
each customer is comparatively small 
In a machinery manufacturing busi- 
ness, however, which may have only 
3,000 customers, each of which may 
represent $50,000 or more sales po- 
tential, the procedures are entirely 
different. In essence, a plate should 
not be removed from a customer list 
until a letter is sent to the firm at 
the address listed to verify that the 
mail is truly undeliverable and if 
undeliverable, steps may be taken to 
find out what the actual situation is. 
\ long distance telephone call costing 
$5.00 may be a cheap price to pay 
for preventing the loss of contact 
with a firm with a sales potential of 
many thousands of dollars. 

I hope that this article will serve 
its purpose—awakening management 
to the daily loss of customers due to 
missing address plates. If you want 
to make a test-check of your list in 
minutes to see how many 
your 


just a few 
customers are not 
mail, you don’t have to go 
further than the letter “A” in 
Accounts Receivable Ledger. 
check all of the customers 
name starts with “A” against your 
mailing list file and its a 10 to 1 bet 
that you will not find an address plate 
for every ledger card. You can start 
writing your own procedures at this 
— good luck. e 


receiving 

any 
your 
Just 
whose 


point 





t iggo S FREEMASONRY among cr 
ators and producers of direct 
mail you seldom find in a_ business 
where ideas are king. 

This is particularly noticeable dur- 
ing DMAA conventions where mem 
bers never hesitate to sit down to- 
gether. discuss their ideas, their 
results, testing procedures——even re- 
veal figures about their sales which. 
in most businesses, are top secret. 

Over a period of years as conduc 
tor of this column, Tve had an 
opportunity to observe and often 
marvel at this wholehearted coop 
eration. 

It was brought to my attention 
again. quite forcefully, when I was 
invited to conduct a class in copy for 
the Direct Mail Club of Detroit. One 
item in the curriculum. is THE 10 
COMMANDMENTS — Of DIRECT 
MAIL. 

Getting material together | imme 
diately thought of some of th top 
men in this business, and wrote 3 
of them for ideas I could use in the 
class. 

The response was immediate and 
enthusiastic 

These men, whose names are tops 
in direct mail circles, spent consider- 
able time and effort collecting thei: 
thoughts and putting them down on 
paper for me 

They know. as do you, that it is 
impossible to encompass in ten items 
the “Commandments” of preparing 
and producing resultful direct: mail 
But they tried. And their answers 
may well serve as guideposts to the 
neophytes, as well as the old pros in 
this business 

It inight be well to review some 
of the basic elements which go into 
successful direct mail, and I'm giving 
you in what follows the best thoughts 
of Max Ross, Ferd Nauheim of Kalb. 
Voorhis & Company, author of Busi- 
ness Letters That Turn Inquiries Into 


"Reed-able Copy” 


A Moxthly Clinic Conducted by Onwille7 Reed 


Sales. and Paul Bringe. with whom 
you are all familiar 

Before asking for these Ten Com- 
mandments from the three pros men- 
tioned, | made up my own list. After 
seeing theirs | was tempted to make 
some changes in my list. but I give 
it to you as it was originally con 


ceived: 


Be clear. 

Be convincing 

Be interesting 

Convert features into customer 
benefits. 

Answer the prospec ts subconscious 
question, “What's in_ this for 

me?” 

Use adjectives sparingly. 

Use active verbs. 

Never make a claim without offer 
ing proof you can deliver. 

Give your copy rhythm. 


In place of hard sell or soft sell 


use sensible sell 


From Max Ross 
With this list came a note: 
“Incidentally. | keep a pad of these 
check lists in the desk beside my 
typewriter and use them on all new 
copy projects where [start from 
scratch.” 


Does the lead sentence get in ste} 
with your reader at once? 

Is your lead sentence more than 
two lines long? 

Do your opening paragraphs prom- 
ise a benefit to the reader? 
Have you fired your biggest gun 

first ? 

Is there a BIG IDEA behind your 
letter ? 

\re your thoughts arranged in 
logical order? 

Is what vou say believable? 

Is it clear how the reader is to 
order—and did you ask for the 
order ? 

Does the copy tie in with the 
order form—-and have you di- 


rected attention to the order 
form in the letter? 

Does the letter have a conversa 
tional tone? 


The Ten Commandments of these 


men vary only in slight details and 


method of presentation 


From Paul Bringe 


Select the right list for your prod- 
uct or service. Without it) you 
have nothing, 

In all your writing talk to one 
person only. Never address a 
letter “To our Customers.” or 
“To our Suppliers.” Direct mail 


is always from one person to 


another. 
Offer your most important enc 


fit immediately. Recognize that 
your reader is selfish even as 
you and I. 

Resist the temptation to display 
your learning. Discard all “ele 
gant” English. Use the plain 
word whenever possible and it 
is possible most of the time. 

Your writing friends are verbs and 
nouns —-your enemies adjectives 

Every Unnecessary adjective 
eliminated increases your chance 
for success. 

Dont overestimate the knowledge 
of your reader, but never undet 
estimate his intelligence, He will 

vive him all the facts 

Don't talk about yourself and your 


act il you 


product. Do talk about) your 
reader and his problems a let- 
ter is interesting to him if it 
is about him 
Give your reader a_ reason to 
believe what you sav. Even the 
truth is unbelievable if vou don't 
make it logical 
you don’t believe what you are 
writing—-stop writing. There are 
no wealthy confidence men. 


Ask for the = ordet 


again. 


again. an 
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From Ferd Nauheim 
What is the precise thing | want 
the mailing to accomplish? 
What kind of people am I writing 
eo”: 
Now that I can 
what is there in my proposition 


visualize them, 


that will be most appealing to 
them? 

Have [ discarded the thought of 
what is most important to me in 
favor of what is most important 
to them? 

Paking all of my first four thoughts 
together, can I create an opening 

make the 

reader want to read more? 


sentence that will 


Can | explain my proposition with 


? 


unquestionable clarity ? 
Can I make it compelling without 
resorting 
even truthful 
sound unbelievable? 


lo exaggeration, o1 
statements — that 


What can | say to support my 
claims? 
W hat is the 
prospects to take the action | 

want them to take? 


easiest way for my 


Can I give any honest reasons why 
they will benefit by taking imme- 
diate action? 


Capsule Formula 

Stripped to the essentials of a good 
piece of direct mail, here is a 3-part 
formula that covers all bases. 

They are BENEFITS. BELIEVA 
BILITY, AND BOUNCE. 

easily described: Benefits 
reader 


tell the 
right off how your. service 
or product will benefit him. Believa- 
bility statement of 


benefits with believable 


backs up your 
evidence. 
Webster defines as “enthusi- 
Keep 


your copy moving. Keep the prospect 


Bounce e 


asm, vivacily, spirit. verve.” 


interested. Transfer your enthusiasm 
for the benefit to the prospect. e 


No one would expect to find $35,000 lying 
it the bettom of his wastebasket 

But one company did, reports the Janu 
ary issue of MANAGEMENT METHODS 
magazine. One executive spilled a waste 
basket on the floor and itemized the useakle 
materials: memo paper, an inter-office en 
velope, paper clips, a pencil and some rub 
ber bands. Total value: about six cents 
Multiplied by the company’s 2.500 waste 
baskets, it came to about a $150 daily waste. 
or a $36,000 annual loss. Or, if the company 
netted a 4% profit on sales, this $36,000 loss 
wou'd represent the profit on an order of 
$900,000. 


From Management Methods “WVonth/) 
Preview” newsletter, 22 West Putnam Ave 
nue, Greenwich, Connecticut 
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POSTAL 
ROUNDUP 


PERSONNEL: There really will be 
a new day in Post Office relations. 
Prudential’s Day is a sound business 
man. Should be able to get along fine 
with Congress, employees and the 
public. Deputy PMG, William Braw 
ley. as reported last month, is one 
of the best informed men on_ postal 
problems formerly chief clerk 
of the Senate Post Office Committee. 
Since Mr. Day. prior to inaugura- 


tion. studied and worked in the 


Senate Committee's office quarters. 


it is to be assumed that Senator 
Johnston’s publicized letter to the 
new Postmaster General about the 
necessity of setting aside of public 
service function, will have more effect 
than previous appeals, 

Other assignments of personnel are 
Ralph Nicholson, vice 


manage of 


encouraging: 
president and general 
Fuller & Smith & Ross (an experi- 
enced adman) will be Assistant PMG 
in charge of finance, an important 
post for determining future rate poli 
cies. Another favorable selection is 
that of Frederick Belen as Assistant 
PMG for operations. That’s the top 
spot governing rules and regulations 
Friendly, competent Mr. Belen) was 
chief counsel and. staff director of 
the House Post Office Committee and 
has possibly heard. read and digested 
more testimony on Post Office affairs 
than any man in history: In other 
words. direct mail users are facing 
four vears of dealing with a Post 
Ollice Administration 
topflight executives familiar with and 
sympathetic to the problems of ad 
vertising. Incidentally, James Kelle 
her, a South Bend, Ind. public rela 
tions consultant, is the successor to 
Rohe Walter as director of public 
relations for the Postmaster General 
We doubt if there will be as much 


wrsonal promotion of the Postmaster 
/ | 


consisting of 


General as in the past eight years 

Newspaper reports indicate there 
will be a hig shakeup mn personnel 
of the fifteen regional oflices set up 
by Summerfield. Some Congressmen 
believe these have been an expensive 
luxury. Vhere is a probability that 
the Post Office will go back to more 
concentrated control. There are also 
strong possibilities that many local 
postmaster rushed 
through in the last days of the pre- 


appointments 


vious Administration will be canceled 
or held up pending further investi- 
gation, 

Special Note: If you were one of 
the few who received the February 
1961 issue of Postal Service News 
(employee house magazine) hold 
onto it. A collector’s item. The story: 
As a final personal publicity gesture, 
Mr. Summerfield arranged to have a 
big picture of and a eulogy to him- 
self. plus usual publicity stuff about 
his achievements inserted in the eb 
issue to be mailed after his 
office. 


mailed but most were scrapped, after 


ruary 
successor took Some were 
the ridiculous situation was called to 
the attention of Mr. Day. The hulla- 
haloo for Vr. 
have gone through unchallenged if 
run in the January issue. Bad timing. 

At his first press conference, Mr. 
Day indicated he will scrap many 
of the luxuries of Mr. 
Summerfield, The $3 million outside 


Summerfield would 


expensive 


management teams will go .. . also 
the personal publicity setup. There 
will also be some radical changes in 
automation research. 

One reporter asked: “It seems to 
me that the general public is con 
cerned about junk mail. Do you have 
any ideas about how that can be 
slowed down?” 

The Postmaster replied: “Well. I 
think with 515 million people unem- 
ployed already, that it is not one of 
our programs to try and pul lusi- 
nesses out of business. And there are 
a lot of businesses, perfectly good, 
legitimate businesses. that function 
on the basis of using direct mail. And 
it may be somewhat the same kind of 
problem as some of the evils of tele 
vision. We kind of wish they weren't 
there. but that’s the way a lot of 
businesses conduct it. And we cel 
tainly aren't planning to launch on 
any program of trying to stop third 
class mail.” 


RATE PROS.- 


presstime, no one 


INCREASED 
PECTS: At our 
knows what will be proposed. The 
last Eisenhower budget called for an- 
other rate increase to cover: a 
“deficit” of nearly $900 billion. (No 
one ever heard of a “deficit” in the 
Defense. Agriculture. ete. Depart 
ments). Now President Kennedy has 





said he would try to follow the budget 
but seemed to hedge on the postal 
increase by questioning whether the 
Congress would approve. Senator 
Johnston, chairman of the Postal 
Affairs Committee, is strongly urging 
the new Postmaster General to study 
the public service functions of the 
Post Office carefully and to ask for 
appropriations (out of general taxes) 
to cover them. 

Based on the experiences of the 
new executive personnel and the 
opinions of other members of both 
House and Senate 
helieve the commercial users of the 
mail will at last get a fair break. If 
the public services, subsidies, low- 


Committees, we 


expediency rates, experimental re- 
search and capital investments are 
eliminated (or adjusted) from deter- 
mining the cost of service to commer- 
cial users. there won't be much 
“deficit” left. Wouldn't it be wonder- 
ful it we could go through the next 
four years without fighting the Post 
Office and Congress . . . just focus on 
our own business problems? 

The Postmaster General’s report 
for fiscal 1960 is now available. You 
can get a from the Superin 
tendent of Documents, Government 
Printing Office, Washington 25, D. C. 
for 65¢. There are some significant 
figures on appendix page 127. They 
show we should be careful in crving 
that volume will sink alarmingly if 
rates are increase, Here are the piece 
counts for 1959 and 1960: First-class 
for 1959: 32.274,007,000 (3214 bil 
lion). First-class for 1960: 33.234..- 
810.000. An increase of just about 
one billion piec es, Third-class for 
1959: 16.977,867.000; 1960: 17.910.- 
207.000. 


copy 


An increase of just under 


one billion. What the additional half- 
cent rate on 3rd class bulk which 
started July Ist will do, we'll have 
to wait and see. 


REGULATIONS: Remember 

in the July 1960 Reporter. we ana- 
lyzed the proposed Post Office regu- 
lations for standardization of envelope 
sizes to accommodate automatic sort- 
ing machines. Those regulations were 
supposed to go into effect January 
1. 1962. There were hundreds of 
protests made to the Post Office De- 
partment and 
ised. So in the Federal Register of 
January 28. 1961 the Post Office 
issued revised proposed regulations 
and postponed effective date to Jan- 
uary 1, 1963 to allow mailers 
and envelope makers time to make 
adjustments. All of you better get 
an exact copy of the Federal Register 
pages from your association or yout 
envelope supplier. The Department 
has backed down on its requirement 
that all first- and third-class pieces 
. which 
self- 


revisions were prom- 


be sealed on all four sides . 
would have eliminated entirely 
mailers. Full sealing will be 
porated in regulations as “recom- 
mended” but not absolutely required. 
(Later on such pieces might 
be charged at first-class or odd size 
rate.) We won't attempt to analyze 
all the revised provisions. We still 
think 
necessary. 
all sealed pieces mailed at third-class 
marked. 


changes may be 
requiring 


additional 
1 he prov ision 


rate to be 
“Third-class mail,” is dynamite 

harmful to direct mail, and unneces- 
sary. If a mailer prefers to mail at 
third-class, the payment of the rate 
under permit should infer permission 


prominently 
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granted to open for inspection. 

One of the best pieces of news 
about regulations: After analyzing 
many protests the Post Office Depart- 
ment has abandoned its proposal of 
last August to eliminate Form 3 ® 
It will also continue the local for- 
warding of bulk Third Class Mail. 

One other note about Post Office 
matters, but originating in the De- 
partment of Commerce: Remem! 

in March 1960 the Secretary 
of Commerce reported to the Con- 
results of its survey 
ordered by Congress ) of the eco- 
nomic effects of third-class bulk mail 
rate increases? 
disappointed because that report did 
not reveal all the statistics collected 
in the survey. But in January 1961, 
the Department released the balance 


o a, 
Bl, 


re! 


gress on the 


people were 


Some 


of the findings in an 88-pa 
x 11” report. It contains 43 separate 
detailed charts or listings giving in- 
formation never before collected 
about the some 267,000 users of bulk 
Shows the 


what they 


9 
Bf ? 


third-class direct mail. 


classifications of users: 
use direct mail for: their gross sales 
and net earnings: the cost of postage 
per SL.OOO of sales in each class of 
business .. . and many other things 
Send 70¢ to the Superintendent of 
Documents, Washington 25. D. C. for 


a copy. ® 


DEAD LETTERS 
ON THE UPSWING 


Dead letter and parcel losses are 
increasing. Postmaster General J. 
Edward Day reported recently in urg- 
ing the public to take greater care in 
addressing and packaging. 

Recently-compiled figures for the 
1960 fiscal year (ended last June) 
show 21,.969.725 letters handled in 
the nation’s 35,000 post offices. com- 
pared with 21.487.119 in the 1959 
fiscal year (ended June 30, 1959). 

Of the 21,969,725 total for 1960. 
20.045.408 dead letters or 91° were 
destroyed because no adequate clue 
could be found inside to permit for- 
warding or return. 

Dead letter operations in_ fiscal 
1960 yielded $180,056 which could 
not be owners. This 
money goes into the U. S. Treasury 
if not reclaimed within one year. At 
the same time, however. $118.646 
was returned to owners by postal 
employees. 

In the dead parcel category. the 
Post Office Department in 1960 re- 
ceived $391,716 from 696,269 par 
cels auctioned off at dead parcel post 
centers in 15 major cities. 


restored to 
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In 1959, auction of 642,935 dead 
parcels yielded $349,374. This auc- 
tion money goes into the U. S. 
Treasury. 
® Losses in "60 were highest in mid- 

west offices, with 265,648 dead par- 
cels handled at Chicago. The second 
highest total was at New York City, 
with 134,416, and St. 
third with 40,551. ¢ 


Louis was 


BUSINESS GOOD 
AT SUNSET HOUSE 


Len Carlson, guiding hand behind 
one of mail order’s great successes, 
told a packed house at New York’s 
February meeting of the Hundred 
Meeting Club, his rags to riches story 
of Sunset House, Los Angeles. 

One of the highlights of his talk 
was a guessing game. On each table 
he had placed boxes representative 
of the 275 gift ideas he presents in 
a typical catalog to his 2,000,000 
customer list. Audience was teased 
to guess which items cid the most 
business. Few people guessed right 


and demonstrated again how tough 
it is to pick catalog items and predict 
what will tickle the housewife’s fancy. 

Len’s presentation 
a question and answer session: 


Have increased postage rates 
urt? 


wound up in 


Yes, but we've learned to live with 
them, grow and still make a profit. 
However, I can’t say that future pro- 
posed increases aren't going to cause 
some serious problems. 

What percent of return do you 
achieve with your catalog? 

Well, this depends on the season 
and size of catalog. It will range 
between 2 and 10 percent. Our aver- 
age order ($ value of each return) 
is pretty close to $5.00. On the Christ- 
mas catalog we do better . . . with 
an average order of $6.25. 


How do you find business? 

The Fall was not healthy. Despite 
a 30% 
were down. That is, increased promo- 
tions didn’t hold up as well. But we’ve 
noticed a change in the market since 
the end of January and beginning of 
February. Things are beginning to 
pick up. 

How well does your space ad- 
vertising work ? 

We lose money on space generally, 
but it’s a job we have to keep doing 

o replace names or. our customer 

@. who do not buy from us any 
more. Actually, we attempt to break 
even. In other words, if we advertise 


increase in business, profits 
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PRICES NOW. 





SPEED TYING OF OUTGOING MAIL 
SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
plication. Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 3 to 24 ply 
twine, as weil as tapes and braids can be used. Several 
models to choose from. LET FELINS CUT YOUR 
MAILING COSTS. WRITE FOR CIRCULARS AND 





TYING MACHINE CO. 


3351 NN. 35thS 
Milwaukee 16. Wise 


FELIN 








Direct Mail and Mail Order 


COPY 


@ thet mokes SENSE 
@ that makes SALES 
@ thot makes BUYERS wont 
to do business with you 
Write me about your plens 
or problems 
All details handled by mai! 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Indust 
Awards . . . Dartnell Gold Medal. . . 
Editor of IMP, “The werld’s smallest 

house ergen” 








YOU ARE INVITED 


to join a select group reading the monthly 
newsletter, ‘‘Direct Mail Briefs From 
Bringe.” Edited for the old hand in direct 
mail who wants more than primer stuff. 


It’s entertaining and informative and costs 
you nothing other than occasional exposure 
to a low-key sales pitch. And no salesman 
ever calls. Where can you find a better 
deal. Write today. 


Paul J. Bringe, Inc. 
229 E. Michigan Street 
Milwaukee 2 Wisconsin 














SAVE ALL POSTAGE ON 
YOUR DIRECT MAIL 


Special offer to mail-order and premium dis- 
tributors. We can insert your promotion pieces 
in our packages. You pay only $15.00 per 
thousand names. Your mailing rides on our 
postage. Several hundred thousand packages 
shipped each month. Write to 


Advertising Department, Room E 
VITASAFE CORP. 


15 W. 61st St. New York 23, N. Y. 
COlumbus 5-4109 





MAILERS SAVE 3% 
Save 3% N. Y. City Sales Tax on all printing 
and mailing expenses. 
Use our efficient lettershop in New Jersey. 
Low rates on machine inserting, labels, etc. 
Call or write: 

GENERAL MAILING CORP. 

15 W. 61st St., N. Y. 23, N. Y. 

CO 5-4109 Stanley Waldman 


Carey can solve it— 
BIG RUN speedily, colorfully 
and economically. Our 


roll-fed printing and 


unique paper facili- 

ties, plus round-the- 

clock operation, easily 

meet your deadline and 

PROBLEM? budget requirements. 
* 


Call Arthur Friedman, 
Sales Manager, 

“FRIENDLY” IS MORE 

THAN JUST A WORD 


CHickering 4-1000 

406 W. 31 St., N.Y. 1 
Where is the advertiser who doesn't use 
“friendly”, ‘“‘friendliness’’, ‘‘friendly service’ 
in a glib, automatic way? You'll never find 
those words in the motto mailings but that 
direct mail campaign creates friendli more 
effectively than mouthing the words. It turns 
prospects into friends, and friends buy more 
and quicker. If the campaign fits you we guar- 
antee results, or money bock if it flops. Ask 
for information on your business letterhead 








LET'S HAVE 
BETTER MOTTOES ASSOCIATION . aie 
2127 East Ninth St. \ 


Cleveland 15, Ohio 


af 
_ x © 


fume INCREASE 


IMPACT & RETENTION 


of your direct mail 
Write for free catalogue 


LARICK MFG. CO., INC. 


200 PARK AVE. SO., N.Y.C. 3 
OR 4-6410 


HOTE 

















ess 
If §: 

ALL ELIXNWWN 

tHe YEAR-ROUND maiuine PIECE 

tHat WEVER Frais!!! ANNOUNCE NEW 

PRODUCTS, STORE OPENINGS, SPECIAL EVENTS, 

PRICES, INVITATIONS...ANYTIME YOU. WANT 


resuits. FREE SAMPLE! 


MARVIC ADV. CORP. 


861 DR MANHATTAN AVE. BROOKLYN 22, N. Y. 





Hew 


martin yale 


auto-folder 
“eS Pe 
Capacity: 14” x 24” 


*450° 


more dollar- for-dollar gies 0.0.2. 


value — fully guaranteed! 
OUTPERFORMS, OUTFEATURES 


all others in its class! 


FOLDS, PERFORATES 
SCORES AND SLITS 
simultaneously or in separate 
operations! 


HANDLES SHEETS 


212x642" to 14x24” 10 
Ib. onionskin to 120-Ib. index! 


FEATURES: 
aviomatic feed, continuous 
loading, maintenance-free 

GE motor! 


YALE, INC. 


TAylor %-3033 


MARTIN 


F < S s 





PHOTO STAMPS — “TIPS-ONS” 
ctions from your 
s. Can be 


ze 
pweords with 
f 


r somples 


SROGAN PH 
Dept. D. M. 3 
Danville, Ilinois 








We represent hundreds of the finest % 
mail order and compiled lists avail- 
able. Send us your mailing piece (or 
phone SPring 7-7460,) and we will 
recommend the best lists for YOUR 
needs FREE OF CHARGE. 


wit{VPADDERN tne. 


o PARK AVE. SOUTH e@ N.Y. 3, N. Y. 














If you MAIL to EUROPE... 
Consider the «sonomy of having your 
printing and mailing done on the Con- 
tinent. Newsweek, Reader's Digest and 
the New York Times have discovered 
the advantage 
Write for information—no obligation. 


Willemsparkweg 112 
DeMautator N.V. Amsterdam. Holland 


SALES LETTERS, la femme! 


market is women (and 
hose isn’t) it’s more persuasive 

1 lady write them. Soft 

rd sell, middle-of-the-road 

se » & Mailing Service, too 
LUISE STORZ/and Staff 
22 West Madison Street 
Chicago 2, Illinois 














in ten publications at a profit, we 
take out profits and plow them back 
into “marginal” publications until 
money spent equals money back, or 
approximately breakeven. That's out 


rule of thumb in using space. e 


FINE IDEA FOR 
A CHRISTMAS LETTER 
The Colt Shoe Co., 273 Spring 
St.. West Bridgewater, Mass. came 
up with a fine idea this last Christ- 
mas. The company employs direct 
selling salesmen, and their story-tell- 
ing letter tied in with their product. 
It was mimeographed on one of the 
attractive syndicated “seasons greet- 
We think you all 


. and perhaps 


ings” letterheads 

will enjoy the Copy 
next year or in subsequent years you 
can find a fable or story which will 
tie in with your own products or 
services and which can be sent to 
your distributors, salesmen,  em- 


At least, keep the idea 


ploy ees, elt 


on file 


\ SHOEMAN’S CHRISTMAS 
STORY 


came to pass on a cold December 
night in a town near Bethlehem. A vendor 
ot twear ha ypened to see a man sorely 
in ne of shoes. Following the poor man, 
who 's a cripple in spirit as well as 
body. he entered the man’s humble home 
‘Please do me the favor of selecting a 
pair of shoes for yourself. Ul thank you 
for doing 1 is it will be a blessing for 
me as well as for vou”, said the vendor of 
footwear And the poor man did as he 
was bid 
A year later. on 


night, the shoe vendor met his friend in 


mother cold December 


the market place and was happy to see 
that good fortune ha smiled on him 
Although still crippled in bedy his strength 
of spirit was a beauty to behold. 

“Before receiving your gift”, the ven 
dor’s friend said, “lt despaired of ever find 
ing a means to support my family. But 
lue to your kindness | was uplifted and 
found the strength to 
In fact, | also have become a 
successful footwear merchant. Let us bet! 
now go forth in search of TWO needy 
rwo pairs ol 


shoes, insuring their <alvation and securing 


establish my own 


business 


<ouls, so that we can give 
for us the blessing of giving.” 

rHIS IS A TREE STORY iT DID 
NOT HAPPEN LONG AGO BUT 
RATHER, DURING RECENT YEARS 
IN PENNSYLVANIA. NEAR BETHLI 
HEM, U.S.A It HAS BECOME A 
YEARLY CHRISTMAS 
rwo COLT SHOT 
WHO PREFER ro 
ONYMOUS 

Like these two men, let 
friendly 


COUNSELLORS 
REMAIN AN 


us all remember 
the warm an feeling of the 
Christmas Season and try to keep with us 
throughout the year the real meaning of 
‘Peace on Earth, Goodwill Towards Men.” 
In these trying times of world tension it 
is sometimes all too casy to forget our 
fellow man along with the wonderful op 
portunities and blessings of freedom we 


38 


CUSTOM OF 


all enjoy in this great land of ours. 
Thank vou for your loyal support this 

past year. Our best wishes to you and your 
family for a pleasant Holiday and pros 
perous New Year. 

Sincerely yours, 

(Signed) 

Elliot S. Tarlow. President 

COLT SHOE COMPANY @ 


MEMO TO 
THE POST OFFICE - 


We have a clipping from some 
newspapel published somewhere in 
Westchester County. N. Y.. . . . but 
we dont know the name of it. We 
wish our scouts would always include 
the name of the newspaper when 
sending us clippings. At any rate, this 
particular clipping tells a_ nearly 
unbelievable story. It gives a long 
account about how the Somers Zon- 
ing Board of Appeals granted an 
enabling variance to a new luxurious 
country club which is to be built on 


a hill overlooking 


But in granting the enabling variance, 


Somers hamlet. 


a number of restrictions were speci 
fied relating to advertising signs. 
nu nber of persons allowed on volf 
course or in the dining room at any 
one time, hours of operation and 
other things. However. here is the 
unbelievable joker. The \ppeals 
Board ruled that the club cannot 
advertise in the newspapers, by rilio 
or television and can’t use direct mail 
membership solicitation campaigns. 
The members of that board certainly 
need psychiatric examination. By 
what authority does a local zoning 
hoard have the power to forbid the 


use of the United States mail?e 


DEFINITIONS 

We like a thermographed sheet is 
\hrendt 
rated thermography 
and unique direct mail pieces), 333 


Sixth Ave... New York 14. N. Y. 


sued recently by Incorpo- 


{ spec ialists in 


Longfellow could take a worthless piece 
of paper, write a poem on it and make 
worth $5000 

That's Genius 
There are a few men who can write a 
few words on a piece of paper and make it 
worth a million dollars. 

That's Capital 
\ painter can take a 50-cent piece 
canvas, paint a picture on it and make 
worth $1000 

That's Art 

\ man can take an item worth 
and sell it to another for a dollar 

That's Business 
The author of this could write a check for 
$9999 but it wouldn't be worth a cent. 


That’s Tough 
\ printer takes a rough copy, puts a fe 


pieces of metal together and creates a 


io cents 


masterpiece 


That's Craftsmanship! 


THE REPORTER OF DIRECT MAIL ADVERTISING 





ree STYLE 
—y ./ 7, f " 
in our Film Lettering Library 
i ONLY Order t 


50: 


A WORT Ma 25 thruout.U 


FLEXO-LETTERING Co., INC. 


305 —. 46 ST. © N Y¥. 17 © PL 3-4943 








HOUSE ORGANS 


This form of advertising can make sweet 
music. But the copy must SING! Need Not 
be expensive. (1 publish one on a blotter.) 
Free copy if requested on letterhead 


“Ghat Fellow Bott” 


Leo P. Bott. Jr., 64 E. Jackson, Chicago 








Looking For EQUIPMENT! 


Refer to The Direct Mail Direc- 








tory on page 
46 





THE LIST 
IS IMPORTANT 


There is a funny story out of Texas 
about the Texas Memorial Museum 
inaugurating a new mailing series of 
pamphlets. One of the first mailings 
contained a bulletin on “Mylohyus 
Nasutus. Long-Nosed Peccary of the 
Texas Pleistocene.” a type of hog. 
Shortly after the mailing. officials re- 
from a 
recipient who was included by mis- 
take on the 

“Sirs: You maid a mistake send- 
ing me that pig paper. Why do pepul 
waist there time thataway ? The only 
hog bone I'm interested in is a pork 


ceived this misspelled note 


mailing list: 


chop.” 

Perhaps some of you can use this 
story to start a letter on your next 
effort to clean up your own mailing 
list. No use 


the wrong people. * 


sending direct mail to 


CIMMICK MAILINGS 
LIVE FLOWERS a 
PLANTS * SEEDS + BULBS 
ORCHAWAI! __ 


HQ: 305 7th Ave., N.Y 
BR: 30 W. Wash., Ch 


WHOLESALE FOR 1961 


Now available is the 1961 edition of 
HIGHLIGHTS ON WHAT'S NEW WHOLESALE.” This 
guide contains the latest in housewares, toys, 
giftwares, hardware, luggage, notions, nov- 
elties. There is also a special drop-ship sec- 
tion. Price is $1.00 from: 


EXCLUSIVE BUSINESS REVIEWS 
115 West 30 St., Dept. A-12 New York 1, N.Y. 


* OR 5-6500 
AN 3-6622 





23,000 HIGH SCHOOLS — 
Names and addresses on addressograph plates 
Available for addressing your direct-mail 
promotions. 
For complete details, write, wire or phone... . 
SPECIAL CORRESPONDENTS, INC. 
230 East Ohio Street 
Chicago 11, Illinois 
DElaware 7-1065 





MARCH 


DIRECT MAIL 
DAYS 


-.. and Related Events 


@ BOSTON 


Hotel 


Co sponsored by 


Luncheon meeting at the 
Statler, 12) neon 
the Ad Club of Mail Selling 
Club) of Boston. and the Boston 
( hapter of MASA. Tab: $3.00 


Arthur “Red” Dember. News 


Boston 


Speaker: S 
weel, 


Direet Mail. Magical Malarke 


Subject 


16 ST. LOUIS 


Exhibit plus dinner meeting at Bel 
\ir Hotel. Lindell Blyd. St. Louis. 
( o-sponsored by the Direct Mail ( lub 
of St. Louis and the St. Louis MASA 
chapter. Tab: 34.00 (app.) for din- 
ner, 

Speaker Paul Sampson, of Sampson-Hill 


Detroit. and MASA president 


Company 


Colin Campbell (left) talking with DMAA president 
Reb De Lav at last vear’s Detroit Direct Mail Dav 
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24 DETROIT 


Direct Mail Day. all day at Statler- 
Hilton Hotel, sponsored by the Direct 
Mail Club of Detroit. Tab: $10.00 
singly, or $7.50 each in blocks of 5. 
Contact Direct Mail Club of Detroit. 
606 Michigan Bldg., Detroit 26. 
Michigan. WOodward 3-5088. 
Speakers: Jack Cole, Mail Advertising Cor 
poration of America, on “Research.” 

Clem Kohlman, American Cyanamid, on 
Creativity.” 

Sid Coale, General Electric, on 
Merchandising.” 

George Head, National Cash Register, 
will deliver the luncheon address. 

John Phillips. Phillips and Cherbo, on 

Production.” 

Bill fond, The J I ° 

Follow Up.” 


24 HOUSTON 


Advertising Forum. all day at the 
Shamrock-Hilton Hotel, sponsored by 
ne Houston Advertising Club. Theme 

“The Profit Squeeze: How Can Ad- 
vetiies Marketing Help?” 
Speakers: Herbert R 
editor of VeCall’s. 

George Gribben. president of Young & 
Rubicam. 

Earl W. Kintner. ex-chairman of the Fed 
eral Trade Commission. 

Dexter Keezer. chief economist for Me 
Graw Hill. 

Lee Bristol 
Bristol-Myers. 


28 CHICAGO 


Ith Annual DMAA Business Pro- 
motion Seminar at the Sherman 
Hotel. Sponsored by DMAA. Contact 
IYMAA Headquarters 230 Park Ave- 


“Internal 


Hudson Co 


Mayes, v.p. and 


chairman of the board of 


nue, NYC. at Mlrray Hill 9-4977 
Speakers: Ferd Nauheim. Vooris & Co. will 
keynote the proceedings. 

\. E. Fitzpatrick, Studebaker-Packard 
on “Meeting the Tough Industrial Buyer 
Through the Mails.” 

John Yeck, Yeck & Yeck, on “How Sales 
Promotion Can Help Your Sales Force.” 

(Further details on DMAA pages) 


APRIL 


11 Champagne. Illinois—Direct Mail 
Day 
12 Dallas-Ft. 
Day 
Philadelphia—-Direct Mail Day 
Kansas City DMAA Business 
Mail Seminar 
Chicago—Direct Mail Day 
27 Philadelphia SPEA Convention 


Worth Direct Mail 


MAY 


2 New York—Direct Mail Day 
8-9 Los Angeles—DMAA West Coast 


Convention 


JUNE 


| Washington—Direct Mail Day 
11-14 Boston ATA 39th Genera 
Conference 


Ore 


anizations sponsoring the 
above events, plus organizations not 
me ‘ntioned above sponsoring similar 
events. are invited to submit their 
dates and program schedules to this 
magazine for inclusion in upcoming 
issues, 





THIS ADVERTISEM 


The advertisement on the opposite page is one of the 
famous “Send me a man who reads!" series sponsored by 
International Paper. 

This campaign has received acclaim from educators, 
parents, and business and community leaders throughout 
the country. lo date, requests have been received for over 
500,000 reprints. And the requests are still pouring in! 

It is felt that this campaign does two things. It helps 


support the printing and publishing industries. And, by 


promoting books, periodicals and other printed material, 


it helps enrich our lives and keep us the best informed 


nation in the world. 





end me a man who reads! 


>? 





If your boy reads a lot, don’t worry about his becoming a 
bookworm. New research by International Paper shows 
that top scholars are also likely to be athletes and leaders. 


QO’ rEN, what a young man reads 
is what he will become. The 
connection can be strikingly immedi 
ate. International Paper shows how. 

We interviewed 100 high school 
seniors who had just been awarded 
national academic scholarships. In 
one month, 9 out of 10 read at least 
one book. The total number of books 
read by these boys was 400. 

Then we interviewed 100 seniors 
who had been accepted by various 
colleges, but had not been awarded 
any type ef academic scholarship. In 
one month, only 6 out of 10 read at 
least one book. Total number of 
books read: 175. The conclusion is 
as clear as print. 

Men who read more achieve more. 

And they are almost twice as likely 


to be leaders. OL 100 s« holarship Win- 
a 


ners, 67 were officers of at least one 
social or athletic organization. Only 
39 of the non-winners had a similar 
honor. 

The message is plain. Reading is 
often a mainspring to leadership. 
Lincoln once said that his best friend 
was the man who brought him a 
book 


one that “T ain't read.” 


leen-agers are their own best friends. 
Half the books borrowed from the 
New York Public Library are bor 
rowed by teen-agers. They spend 
money for books, too. The classics 
are now available in paperback form 
and account for a healthy share of 
the one million paperback books sold 


every day of the year. 


How fast do you read? 


The average reading speed is 250 
words per minute. Some people can 
read ten times that fast. 

lo find out how fast you read, 
simply have someone time you fot 
five minutes. Then, count the num- 
ber of words you've read and divide 
by five. If you're below average 


chances are your eyes and mind 


wander. Concentrate harder to elim- 
inate the problem of re-reading 


sentences, paragraphs, even pages. 


Free Reprints. Write Box 3, Edu 
cation Department, International 
Paper, 220 East 42nd Street, New 
York 17, New York for free reprints 


of this advertisement 


INTERNATIONAL PAPER 


Manufacturers of papers for magazines 
ers and paperboards for packaging « shipping containers « folding cartons « milk containers + multiwall 


papers + pap 


bags g 


books and newspapers « papers for home and office use « converting 


rocery and specialty bags and sacks + pulps for industry « lumber, plywood and other building materials 





Complete Slide Sets 

Of Award-Winning 
Campaigns Available 

The 1960 DMAA Di 


slide 


New YorK 
Mail 


nounced in 


sets an- 
last 
are now for distribution. 
The set, 
campaigns winning awards in all six 


rect Leaders 


these pages month 
ready 
complete encompassing 
categories, consists of a total of 15] 
slides. It is for rental at 
$20, and can be purchased outright 
for SLOO 

Each 


script 


available 


accompanied by a 
the individual en 
tries and designed to be 


set ois 
describing 
read dur ng 


showings. 


Indiv idual sections can be obtained 


ads follows: 


Pharmaceuticals—-25 slides: rental 


S10: sale, $25. 


Fund Raising slides: rental 


SS: sale. S10 
Vedia 
$25 


Verchandisine 21 
S10 


25 slides: rental. SLO: sale 


slides rental 


sale. $20 


Intangibles -20 slides: rental. 810 


sale. $20 


futomotive, ete 


S15 


Indu Sirial 


slides: rental sale. S50 

The complete set presents material 
representing 28 award-winning ad 
vertisers. Full details. including names 
of the winners represented, can bx 


obtained from DMAA headquarters 





Edited by the 
staff of DMAA 
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Direct Mail Advertising Association 
230 Park Ave., New York 17, N. Y. 


MuUrray Hill 9-4977 


EW S 





Earle \. Buckley 





Chairman of the Board 


Robert F. DeLay President 








Convention Attendance to Receive Boost 
From His Honor, the Mayor of New York 


New York —-One unusual feature 
of the 44th Annual DMAA Conven- 
tion to be held in this city in October 
will be the calibre of the individuals 
who will issue the invitations to 
ittend, 

Part of the 


dreamed 


unique promotion cam 
Les Wunder 


includes a 


up by 
Harry Hites 


series of sper ial letters to be signed 


paign 
man and 
by such Gotham luminaries as Robert 
FE. Wagner. mavor of the City of New 
Y ork Albert. the 


renowned and glamorous Four Sea 


and maitre dat 


sons restaurant 

\ll promotion activilles concerned 
building convention 
handled thr 
A Kline 


attendance 
W undet 
York 


with 
such 


New 


are being 
Ricotta 


iwency. 


Phe 


man 


letters from “hizonner” and 


from the famous restaurateur will be 
series of communications 


DMAA 


prospec tive 


part of a 
sent to all 
other 
They will point out some of the many 
advantages of the 
largest city that visitors may enjoy 
during their attendance at the DMAA 
function. 


members and to 
Convention-goers 


exciting world’s 


annual 
Angelo 


Publishing 


VeGraw-Hill 
Steering 
Committee Nicholas 
Samstag. consultant, chairman of the 
Program Committee. are currently 
working out details of the October 
10 through all of which 
will take place at the Statler Hotel. 

Indications are that this year’s 
Convention will stress panels and dis- 
individual 


Venezian. 
Co ° 


chairman, 


over -all 
and 


> 
l >» SESSIONS, 


cussions rather than 


~peaket s 


Two Midwest Seminars Offer Stimulating Program Material 


Chicago Hosts 4th Annual 
Promotion Seminar Late 
This Month 


Cuicaco—-Program details for the 
Fourth Annual Promotion 
Seminar, to take place at the Sherman 
Hotel March 28. 
full-day unusual 
direct: mail practitioners 


Business 
here indicate a 
value to 


session of 


Six outstanding speake rs and a 
series of round table discussions will 


make up the 


unde 


day's 
the co-chairmanship of 
Charlesworth. Deere & Co 
Ill.. and Robert A. Enlow 
Medical Association. Chi 


program, organ 
ized 
G. W 
Moline, 
American 
cago, 
Activities 
9:30 


under way at 
of the key 
Depth,” by 
Voorhis & 


will get 
with delivery 
“(Give It 


Kalb 


a.m. 
address. 
kKerd Nauheim of 
Co.. Washington. 

The three speakers whose addresses 
will make up the balance of the morn 


note 


Fitzpatrick 


include: 
Fitzpatrick, 
Corporation, South Bend. 
Ind... on “Meeting the Tough Indus 
trial Buyer Through the Mails;” 
John Yeck of Yeck & Yeck. Dayton. 
0... on “How Sales Promotion Can 
Help Your Sales Force:” and 
Lawrence Winters of Smith, Win- 
ters and Mabuchi. Inc.. New York. 
on “An Offbeat Hiring Method.” 
The luncheon speaker, a member 
of DMAA’s Board of 


(Continued on 


session 
i 
Packard 


v 
ing 


Studebake 


Governors, 
facing page) 


Kansas City Will Be Scene 
Of Business Mail Sessions 
Set for April 18 

This city’s President 

the April 18 


Business Mail Seminar 


Kansas Ciry 
Hotel 
for a one-day 
that is attracting considerable inter 
est in Kansas City 


communities, 


will be setting 


and surrounding 


For its program, Chairman Joseph 
VieGee. Jr... Old American Insurance 
Co.. Kansas City. has a 
distinguished speakers from several 
parts of the country 

DMAA’s national chairman. Earle 
\. Buckley of the Buckley Organiza 
tion, Philadelphia, will keynote the 
day’s activities, speaking on “How 
to Think About Mail.” 
Another highlight for those attending 
the seminar address by 
Clifford R. Schaible, Advertising 
The Mead Corporation, 


(Continued on 


roster of 


> ° 
Business 


will be an 


Director. 
jacing page) 
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Baker Names Chairmen 
For Expanded Program 
Of Canadian Activity 


MontreaL-—Embarking on a pro- 
gram of intensive activity, V. G. 
Baker. advertising manazer. Howard 
Smith Paper Mills, Ltd., this city. 
has announced a full list of Canadian 
DMAA appointments in his capacity 
as the organizations Canadian vice 
chairman: 

Following is the complete roster 
of appointments: 

Regional chairmen R. Ralph 
Kirk. Kirk Mailing Service Ltd.. Van- 
couver (West Coast); W. T. Wylie. 
Sanford. Evans & Co. Ltd... Winni- 

Provinces) : Lloyd 
MeLean Ltd.. Toronto 
(Ontario): Herbert VM. Korenberg. 
National Marketing Ltd... Montreal 
( Quebec ): and Don Schelew. Don 


Halifax (Maritime 


peg (Prairie 
Magee. R. G. 


Schelew Ltd... 
Provinces | 
Also. the 
chairmen: 
Victor R. Perry. Herbert A. Watts 
Lid... Toronto (Postal & Government 
\ffairs): M x MacLean 
Hunter Publishing  Co.. Toronto 
(Public Relations): Robert L. Miller. 
Canada Health A Accident) Assur 
inee Corp.. Waterloo. (Direct Mail 
Clubs}: Norman B. Hathaway. Bo 
mac Engravers Ltd Poronto. (Edu 
A. McGee. Trans-Canada 
Vontreal Convention 


following  comimntitee 


Smee 


cation! | 
\ir Lines 
Liaison) 

J. E. Knox. Upjohn Co 
(DMAA Annual Contest): 
MeGregor. MacLaren Adver- 
Foronto (Research & De 
velopment William A. Becker. Sut 
on Ltd. Toronto (Standards of 
Practice}: W. C. Harrison. Canada 
Envelope Co.. Montreal (Special In- 
terests): Alec | 
lire & Rubber Ci 
bers’ Service!: and Jules L. Trem- 
blay. Bolton. Tremblay & Co.. Mion- 
treal (French-Canadian Market). 


of Canada, 
Poronto 
Ww. W 


tising Co 


\lsop. Goodyear 
Toronto (Mem- 


Two-Day Spring Meeting On West Coast Attracts 
Roster of Distingiushed Direct Mail Speakers 


Los ANGELES—An attendance of 
at least 500 is indicated when the 
two-day West Coast Spring Meeting 
convenes here on the morning of 
May 8. 

\ steering committee, under the 
general chairmanship of Bob Hem- 
mings. of Smith & Hemmings. has 
announced some program details for 
the Statler Hotel sessions. 

They include, as keynoter, Earle 
\. Buckley. chairman of the Board 
of Governors of DMAA,. a_ joint 
luncheon session on May 9 with the 
Los Angeles Advertising Club. and a 


Kansas City 
(Continued from facing page) 
Dayton, O. 

“How We Use Business Mail” will 
he discussed and illustrated by three 
outstanding users of direct mail. Dale 
Keton of TWA. New York. speaking 
as an advertiser: Martin Baier. Old 
\merican Insurance Co.. Kansas City. 
as the mail order man: and Bruce 


Schaible Ecton 
Stabelfeldt of Waldie & Briggs, Chi- 
cago, the agency man. 
Following the luncheon session 
Carlisle Estes of Conde Nast. New 
York, will open the afternoon meet- 
ings with a slide presentation of 


“Good Mail.” 


collection and sales letters will be 


Business Complaint. 
analyzed and disc ussed. 

The final two hours of the day's 
devoted to four 


program will be 


panel discussions: 


Production— led by W. MeF. 


special reception from 5 to 7 p.m. 
on May 8 at the famous Gay Nineties. 

Other speakers who will present 
ideas to attendees expected from at 
least 15 Western states will include 
the following: 

Maxwell Ross. Old American In- 
surance Co... Kansas City: Paul 
Sampson. of Sampson-Hill, Detroit. 
president of MASA _ International; 
Robert A. Enlow. American Medical 
\ssociation. Chicago: George Head, 
National Cash Register Co.. Dayton, 
O.. and Giles McCollum. The Reuben 
H. Donnelley Corporation, Chicago. 


Chicago 

(Continued trom facing page) 
will be George W. Head. Director of 
\dvertising, National Cash Register 
Co.. Dayton, whose subject has been 
announced as “Direct Mail Without 
(,uesswork.” 

\ national award winner will open 
the afternoon's sessions, when Irving 
Isaacs. Pennsylvania Transformer, 
Canonsburg. Pa.. will discuss “Show- 
manship in Sales Promotion.” Mr. 
Isaacs’ promotion program for his 
company earned him the 1960 Henry 
Hoke Award. presented at the 43rd 
\nnual Convention of DMAA last 
October at Miami Beach. 

Following his talk, the day’s pro- 
urain will be concluded with a series 
of simultaneous round table meetings 
on specific aspects of business pro- 
motion theory and practice. 





Beresford. President. James Gray. 
Ine. New York: 

Art & Design 
ley. Vet ormick-Armstrong, 
Kan.: 

Copy led by Robert Stone. Na- 
tional Research Bureau, Chicago: and 

Markets & Lists led by John K. 
Johnsen. O. E. MeIntyre. Ine... New 


York. 


led by Patrick Row- 
Wichita. 





Calendar of Events 
MARCH 

Direct Mail Day 

Direct Mail Day 

Detroit, Mich.— Direct Mail Day 

Chicago, I.—4th Annual DMAA 

Business Promotion Seminar, Sher 


Boston, Vass. 
St. Louis, Mo. 


man Hotel 


APRIL 
11 Champaign, Ul.—Direct Mail Day. 
12 Philadelphia, Pa.—Direct Mail Day 
18 Kansas City, Mo.—DMAA Business 
Mail Seminar, President Hotel 
19 Chicago, Il.—Direct Mail Day 


MARCH, 1961 


MAY 
New York, N. ¥.—Direct Mail Day 
Los Angeles, Calif.——-DMAA West 
Coast Spring Meeting, Statler Hotel 
Dallas - Fort Worth Direct Mail 
Day 
JUNE 
Washingtoa, D.C.—Direct Mail Day 
AUGUST 
New York, N. Y. 
‘61 Award Winners entries 
OCTOBER 
10-13 New York, N. Y.—44th Annual 
DMAA Convention, Statler-Hilton 
Hotel. 


Closing date for 


Attend your 
local 


Seminars 


they are organized 
and run to help 
you... 














Rates $2.00 per line $1.50 Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


CLASSIFIED ADVERTISING 





ADDRESSING PLATES 





SPEEDAUMAT—Embossed. Guaranteed 100% 
correct $35.00 per M. Fast delivery. The Roskam 
Co., 1905 West 43rd, Kansas City 3, Kans. 
TAlbot 2-1881 
SPEEDAUMAT PLATES EMBOSSED 
FAST SERVICE 
with 
100% ACCURACY GUARANTEED 
only 
$30 per 1,000 
KIRBAN ASSOCIATES, Inc. 
226 Hatboro Pike, Horsham, Penna 
OSborne 2-2040 





ADDRESSOGRAPH PLATES 


NEW PLATES NEW FRAMES 
for your Speedaumat and Addressograph 
all styles available immediate delivery 
DEAN FORREST COMPANY 
7 Foster Street, Revere, Mass 





ADDRESSING SCRIPTOMATIC 


Scriptomatic Addressing on job or contract 
basis—cheaper than you can do it yourself 
JEROME S. FINSTON 
Lynbrook, L.I., N.Y 
LYnbrook 9-2705 


Scriptomatic Masters prepared low cost 
quality work — 100% correct. 
addressing — practically “do-it-for-nothing 
prices’ Find out. The Roskam Co., 1905 West 


43rd, Kansas City, Kansas. TAlbot 2-1881 


Typewriter 





ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service 
Martin Advertising Agency, 15 €. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 





ANCIENT AMERICAN INDIAN ARROWHEADS 


Genuine relics to give your dimensional di 
rect mail attraction. Largest wholesale sup 
plier ets your deadlines. Fossils, too. B. B 
WATERS, 27 Ridge Road, Emerson, N. J 





BUSINESS OPPORTUNITIES 


MAIL ORDER wholesale textile mfg. business; 
North Georgia; est. 1950; $15,000 cash needed; 
Box 32, RODMA 


bolance terms 





THE BOOK OF PANELS 


for offset contains 369 different art panels, 
including coupon, guarantee and label bor- 
ders plus nearly 500 symbolic designs for page 
ornamentation. ONLY BOOK OF ITS KIND — 
thousands in use. 32 pages, 8x10" in., only 
$4.00. Many other books of promotional art 
and type fonts for paste-up. Free folder. 
A. A. ARCHBOLD, PUBLISHER 
Box 332-K Burbank, Calif 


BUSINESS WANTED 


Will buy mail order business, all or part, New 
York City area. Box 31, The Reporter of Direct 
Mail Advertising 





CANADA'S BEST MAILING LIST 


165,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, $t. Catharines, Ontario 





ESTABLISH A TRAVEL AGENCY 


First time offered—because of new Congres- 
sional ruling. Order your 76 page all instruction 
manvoal—tells how, only $4.95—U. S. Travel 
Research, 708 Q, Lucerne, Lake Worth, Florida. 





EQUIPMENT FOR SALE 


ROBOTYPERS—Rebuilt Robotypers for hook-up 
to IBM typewriters available from $430.00 and 
up—New Machine parts guarantee. Robotyping 
Co. of Colif., 1061 Ingraham Street, Los Angeles 
17, California 


Model #19558 S/N 618790 Addressograph 
complete with strip lister, automatic ejector 
and receiving hopper 
Model #1955E S/n 576622 Addressograph 
complete with strip lister, automatic ejector 
and receiving hopper, lister, and 2 column 
lister 
Model #6381 Graphotype Complete—Upper 
and lower caps 
Model #6381 
cops. 
8 Cabinets with 144 drawers per cabinet. 
Above in excellent condition and has been un- 
der maintenance contract at all times. Please 
contact David Cohen, David's of Wichita, 11,000 
E. Kellogg, Wichito 7, Kansas 


Graphotype Complete—All 





FREE MAILING LISTS 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
‘We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 

STillwell 4-5922 





HUNTERS & FISHERMEN 


300,000 U. S. and Canadian names on micro- 
film. Will rent microfilm to large user at 
reasonable rate 
Dunhill Internat‘! List Co., Inc. 
444 Park Ave So., New York 16, N. Y. 
MUrray Hill 6-3700 





MAILING LISTS 
New “AMATEUR INVESTORS” Mailing List 
60,000 Newly-Minted Mutual Fund SHARE- 
HOLDERS in U. S. 
EACH Invested Several Hundred $$$ {in one 
of 4 major MUTUAL FUNDS). FIRST TIME OF- 
FERED! (Exclusively Ours). Write or phone to 
place your order: Addressing & Rental Rate: 
$25 per thousand names 
HERBERT DUNHILL & ASSOCS., LTD 
55 E. Wash., St., Chicago 2, Ill 
DEarborn 2-0580 


ONLY $10 PER M 


newspapers, periodicals, 
From Scriptomatic 


shopping 
masters 


Schools, 


centers, others. 


T & F News, Box 296, Los Altos, California 


Direct Mail Proven Buyers. Over 790,000 Alphe 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus 
Pa. 


New “GOLDEN AGE” Senior Citizens list .. . 
150,000 Retired Business & Professional Gentle- 
men... Well-to-do Financial Circumstances .. . 
at Residences. (Exclusively Ours). Contact HER- 
BERT DUNHILL & ASSOCS., 55 East Washing 
ton St., Chicago 2, Ill. 


REGISTERED NURSES LIST 

FOR DIRECT MAIL RENTAL 
160,000 paid subscribers to RN Magazine 
A.B.C. audited. Geo-alpha on Speedaumat 
No dups. Address direct or on cheshire. Full 
list $7.50M; 25-150M $10.50M; under 25M 
$15.00M. No extra charge for state selection 
Special rates for nursing specialty selection 
Postal will bring brochure and details prompt 
ly. RN Addressing Service, 210 Orchard St 
East Rutherford, N. J 


600,000 carefully selected 
Individual lists of 
Religious 


MAILING LISTS 
names in Protestant field 
clergymen, laymen and laywomen 
Education Directors, Bible Teachers, Chaplains, 
Youth Leaders and many others. Write for free 
brochure “Protestant Religious Lists”, Macfar- 
land Company, Box 540-D, Westfield, New 
Jersey 


HOME BUYERS 
Greater Boston Area. These are brand new 
Crafts, Box 293, 


names available weekly 


Quincy 69, Mass 


SPECIALS: 100,000 Salesmen-Majority Paid $1 
on initial Buy, 100,000 Women Who Sew, and 
60,000 Rural Buyers (Mixed - $10.50 per M 
Mailtrader, Box 643, Ann Arbor, Michigan 


CHICAGO AND SUBURBS 
Business, Professional, Residential 
AVERS STATIONERY 
331 N. Austin Blyd., Chicago, Ill 





MAILING MACHINES AND SUPPLIES 





REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLIOTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAIL BAG RACKS - MAIL SORTING BINS 


MAILERS EQUIPMENT CO., INC. 
40 W. 15th St., N.Y. 11 CH 3-3442 


THE REPORTER OF DIRECT MAIL ADVERTISING 








LOW — LOW — PRICES 
PAPER OFFSET PLATES 


#851 REMINGTON RAND OFFSET PLATES FOR 
ev ON MULTILITH MACHINES MEDIUM RUN 


NAMES IN THE NEWS 


Who’s doing what in your organiza- 
tion? New job? New Promotion? In- 


dustry Awards? Or interesting per- 
sonal news on the human side? No 


UP TO 5000 IMPRESSIONS. BRAND NEW. 
PACKED 100 TO A PACKAGE 


OUR SPECIAL PRICES: 
Lots of 100 to 500 . 
Unbroken packages 
Lots of 1,000 ... 6.00 C 
5,000 or over i 5.00 C 
ORDER A PACKAGE FOR TRIAL—WE PREPAY 

SUBJECT TO PRIOR SALE 

THE NORDON COMPANY 

P.0. Box 1587 Tacoma 1, Washington 


$7.50 C 





SPEEDAUMAT ZINC PLATES 


New York's biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $37.50 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


NEED SKILLED GRAPHOTYPE OPERATORS? 
You can make 50% to 100% profit by using 
our Graphotype Dept. as your own. Beautiful 
embossing, fully punctuated with less than 1% 
error. Pure Zinc Speedaumat plates. Prompt 
dependable delivery. Two shift service. 100% 
accuracy guoranteed 
Cost — Speedaumat — $37.50 per M. Other 
plate prices on request — send details. 
ADVERTISERS ADDRESSING SYSTEM 
703 N. 16th St., St. Lovis 3, Mo. 


SPEEDAUMAT PLATES EMBOSSED 
FAST SERVICE 
with 
100% ACCURACY GUARANTEED 


only 


$30 per 1,000 


KIRBAN ASSOCIATES, Inc 
226 Hatboro Pike, Horsham, Penna 
OSborne 2-2040 





SITUATION WANTED 


Consultant per diem basis. Semi-retired. 35 
years experience. Especially valuable to agency 
or advertiser about to enter DM field. Box 34, 
The Reporter of Direct Mail Advertising. 


Southern California Bound Direct Mail 
Copywriter — now #1 creative man of major 
publisher. “At the brink of the ‘productive 
age’ (30).” Administrative ability. University 
degree in advertising. $7500-8500. Box #33, 
The Reporter of Direct Mail Advertising. 





MALE OR FEMALE 


if you are looking for a position or personne! 
replacement contact the following: 

New York City Area .. . Mr. J. Dudley Brod- 
erick, Hundred Million Club, Job Placement 
Committee, c/o Doubleday & Company, 501 
Franklin Ave., Garden City, L. 1., New York. 
National . . . Mrs. Ruth L. Laguna, Direct Mail 
Advertising Association, 230 Park Ave., New 
York 17, N. Y. 
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matter what they’re doing, we'd like 
to include them in this monthly round- 
up of .. . “Names In The News” 











Kennett F. Stedman has been appointed 
advertising manager of W. Atlee Burpee 
Company. . . . Dorothy Kane joins staff 
of Smith Hagel and Knudsen as copy- 
writer. ... James V. Lyons elected to the 
Board of Directors of O. E. Mcintyre 

George L. Cobb named General 
Manager of Brown & Bigelow. . . . Joseph 
J. Costello appointed Director of Adver- 
tising and Public Relations for the new 
Plus Marketing Buyers and Sellers Ex- 
.. John Spitzer named manager 
of advertising and sales promotion at 


change. . 


Semiconductor Division of Sylvania Elec- 
tric. .. . Robert Birnbaum named VP at 
Breskin Publications. He will continue as 
circulation director for all books. . .. M. 
Wallace Morgan named manager of Pre- 
mium and Incentive Division of John 
Plain & Company. .. . Arthur F. Dries 
the new manager of public relations and 
advertising for Stran-Steel Division of 
Nationai Steel Corporation. . . . James E. 
Stratton named a.e. at Dix & Eaton, Inc 

. Stephen H. Kohl has been appointed 
Sales Promotion Manager at Harnisch 
feger Corporation, Construction and Min 
... Fred Messner of G. M 
Basford one of eight recently honored 
by Alpha Delta Sigma for outstanding 
Howard Crown, formerly 


ing Division 


service. 
legal counsel and management consultant 
for Highlights for Children, named Pres- 
ident of the firm to succeed the late Garry 
C. Meyers Jr. who perished with his wife 
in recent New York air tragedy. : 
Warren C. White has joined Smith, 
Winters, Mabuchi as Art Director. 

Ken Jones joined the Dichter Institute as 
special representative. . . . Joseph Mytro, 
president of Advertising Production Club 
of Cleveland, has been appointed produc- 
tion manager at Lang, Fisher & Stas- 
. . George W. Heyne was recently 
president of The New York 
Financial Advertisers Association for 
1961... . Philip D. Truitt has joined the 
staff of Willa Maddern, Inc. .. . R. Barry 
Lockwood joins Smith, Hagel, Knudsen 
as a.e. . Howard Shaw unanimously 
elected to a second term as president of 
the Chicago alumni chapter of Alpha 
Delta Sigma. . . . Griffith A. Davies now 
heads up new p.r. department at Carr 
Liggett Advertising. . . . George O. Mack 


hower. . 


elected 


promoted to manager of Corporate ad- 
vertising at Monsanto Chemical. 
Gustav Havemeyer retired from The 
Sawdon Co. after 16 years. He was 
Director and Secretary. . Leonard J. 
Reiss has been elected Vice President of 
The Famous Artists School. He is director 
of advertising and sales promotion. 
Hamilton B. Mitchell has been elected 
president and chief operating officer of 
Rueben H. Donnelly, Inc., Chicago. . . . 
Bernie Fixler recently awarded Silver 
Medal by Long Island Ad Club for 
career achievement in the field of adver- 
tising. .. . Marion MacDonald and Wal- 
lace J. Gordon named VPs of Grant 
Advertising. . . . William J. (Jack) Flynn 
named general manager of Mail Well 
Envelope Co. . . . Merle James has been 
appointed Creative Art Director for Hy 
Radin Ass. . . . Stanley W. Carpenter has 
been named marketing manager Merchant 
Sales for United States Envelope Co... . 
William Beckett a new veep at The Beck- 
ett Paper Company... . J. Victor Stockell 
has been appointed Sales Promotion Man- 
ager for Shedd-Bartush Foods. . . . Dick 
Messner elected president of Marbridge 
Printing to fill vacancy caused by recent 
death of Cassel Ronkin. . . . Burton 
Kessler is the new national advertising 
and sales promotion manager of Otarion 
Listener Corp. John C. Hartsuff 
named veep at Gray & Kilgore. . . . Wil- 
liam Dietenbeck is new director of Sales 
Promotion at Viviane Woodward Cos- 
metics. . . . Lee Filter Corp. named 
Joseph P. King as ad manager. : 
Sidney Minchel has formed his own 
agency, Continental Advertising Company 
in New York City. In memoriam 
K. F. Nixon Merriam, known as “Nix” 
passed away January 14th. A_ longtime 
member of NYC's Hundred Million Club, 
he was formerly subscription manager of 
McCall's magazine. . . . Harry King has 
been named Director of Advertising, Sales 
Promotion and Public Relations for A\l- 
mar Rainwear Corp. of Washington... . 
Chester L. Mills is president and treasurer 
of new Chicago ad agency, Mills, Fife & 
MacDonald. . . . The work of Edwin L. 
Schmidt will be on exhibit at the Art 
Alliances fifth consecutive exhibition. He 
is with Mel Richman, Inc. 
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INSERTING SERVICE — AUTOMATIC MACHINE 
Advertising Distrivuwrs of America, i 
4444 Cass Ave., Detroit 1, Mich. (TE 3-0500) 
Advertsing Distributors of America, Inc., ° 
400 Madison Ave r Be .. ¥. (MU 8-6500) 
4th Ave., C N. Y. (80 8-451) 
745 Broadway, New York. N, 6-So0su) 
° North Main St., Freeport. N. Y. (FK ¥-4830) 
’ ectronic Mailers s N. ith Street, Milwaukee 3, Wisconsin 
Decision/ inc . 16 Red Bank Rd., Cincinnati 27, Ohio (BK 1-; 
Lemarge Mailing Service eo. --+-.+.-417 SB. Jefferson St., Chicago 7, 
Mailmasters, Inc 460 Nordhoff Place, Englewood, N. J LO 7 
Mailings Incorporated 55 West 13th St.. New York 11, N. ¥. ‘WA 
Shore Direct Mail, Ll First Avenue, Asbury Park, N. J GR 
Western Empire Direct A ) 
Howard Street, San Francisco 5, Calif 
LABEL AFFIXING WITH AUTOMATIC MACHINES 
Advertising Distributors of America, In 
4444 Cass Ave., Detroit 1, Mich. (TE 3-0500) 
Mailings Incorporated 55 West ith Street. New York 11, N. Y. (WA 9-5188) 
LABELS AND LABEL AFFIXING MACHINES 
Bureka Specialty l’rinting Co. ’ 530 Electric St., Scranton 9, Pa. 
LABEL PASTERS 
Potdevin Machine Co 5 281 North St., Teterboro, N. J 
LABELING SERVICE—AUTOMATIC MACHINE 
Bonded Ma as. ii Nationwide 4 4th Ave., Brooklyn 32, N 
LABELS 
385 Gerard Ave., New York 51 
Dennison Mfg. Co . Framingham, 
Ever Ready Label Corp Cortlandt St., Belleville 9 
Penny Label Company ) Murray St., New ork 7, 
ee! GADGETS 
Hewig Co W. 45th St., N.Y. 
Orchids of Hawall, Inc 05 , ne h Ave., New York 1, 
Robert Straub & Co 542 South Dearborn St., Chicago 5, 
LETTERHEADS 
Arthur Thompson & Company..109 Market Place, Baltimore 2, Mar 
MAIL ADVERTISING SERVICES (Lettershops) 
BELLMORE. NEW YORK 
Ambassador Mail / 
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Your direct ® 
mail says 


“OPEN THIS FIRST” 


when it comes in a 
U.S.E. Mono Outlook® 


envelope 


In the continuing battle to get your direct mail read, the envelope 
it arrives in can play an important part. U.S.E.’s Mono Outlook 
is one such envelope. Its look of importance makes it stand out from 
the crowd of other mail. Its whole appearance says, “Open this 
first!” And it is just one of many U.S.E. Outlook Window envelopes. 

All U.S.E. Outlooks save addressing costs. The letter heading 
that personalizes your direct mail serves as the outside address as 
well. And the unique, one-piece Mono Outlook assures smooth, 
trouble-free machine inserting. 

Don’t overlook the envelope as a creative and action-producing 
part of any direct mail campaign. United States Envelope offers a 
wide variety of standard and special duty envelopes to serve every 
direct mail purpose. 











FREE ENVELOPE 
SELECTOR CHART 


Put more than 70 
envelope ideas at 
your finger tips. This 
handy guide shows 
70 standard styles 
and cross/ references 
them by size. Also in- 
cludes timely tips for 
the efficient use of 
envelopes. Write Ad- 
vertising Manager for 
your free copy plus 
samples of the 
unique, one-piece 
Mono Outlook enve- 
lope. 
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UNITED STATES ENVELOPE COMPANY 2 jt 


NEW YORK + METUCHEN + ATLANTA 2 
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Bob and ‘Florence | dropped in for some old 

tumes scuttlebutting during ne drive from their home 

n California to the natin of America Presi 

ents Conference in Paln . Bob (forme 
Baum F ders) presiden . Burns 

ore, 2001 S. La Civs 4 


grag 


( forn 
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EVERY ONCE IN A WHILE some critic accuses me 
of being too negative. “Why talk so much about bad 
things? why harp on frauds, scandals and waste? why 
not be positive and instructive?” . are some questions 
thrown at me. Answer: | could never be accused of down- 
grading direct mail... have fought for it nearly all my 
business life but | don’t believe in being Pollyanna-ish. 

Perhaps my negative thinking was influenced most at 
Pennsylvania’s Wharton School. Although specializing in 
marketing, | was intrigued by Taylor's Scientific Manage- 
ment and Gilbreth’s Motion Study. Learned that the only 
way to improve any operation was to observe, study and 
record everything being done wrong. Eliminate unneces- 
sary motions. Had a chance to test out the theories when 
I worked for a time in DuPont high explosive plants. 
While there had the toughest bossman I’ve ever met. 
But a wonderful instructor. He’d show up unexpectedly 
during the midnight shift to ask this sleepy supervisor. 
fWhat’s that?” I'd look down and reply meekly. “Well. 
sir. it’s a nail.” He would explode, “You dumb blankety- 
blank. what did they send you to school for that’s 
dirt! What's dirt? Dirt is anything out of place. A nail 
has no right to be on the floor in a munition plant.” 

I've never forgotten that training. When I gravitated 
into direct mail, I tried to eliminate “dirt” from selling 
and writing. Anything out of place. When through happen- 
stance I became a professional crusader for direct mail 
(at Postage and The Mailbag, then with the DMAA, and 
finally operating The Reporter), I kept looking for “the 
dirt.” the things out of place which would hurt the whole 
medium or the individual mailing. The mining stock 
frauds of the twenties tarnished direct mail just as the 
misrepresentations and shady deals of the sixties can hurt 
all of us now. That's why I have no hesitancy in bringing 
up touchy subjects. Other pages of The Reporter carry 
plenty of optimistic items. 

I recommend negative analysis, finding and eliminating 
“dirt.” to all of vou. In letter or a campaign. 
search first for and list the “dirt” or the objections. Then 
either eliminate the wrong things or find logical ways to 
overcome the objections. You can use the same principle 
r format. An unnecessary 
may be “dirt.” Get rid 
“things out 


planning 


in analyzing each piece of copy o 
adjective. an unbelievable phrase. 
of “dirt.” By criticizing and publicizing the 
of place” in direct mail work . . . we are gradually improv- 


ing the medium. See? 


A TRAGIC CASE is reaching a climax. In August 
960 Reporter (page 12) we ran a short note about the 
scandal at the Sister Kenny Foundation in Minneapolis. 
The Minnesota Attorney General charged (among othet 
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The gist of conversation about this and that 


with visitors to the Editor of The Reporter 


things) that in one mailing campaign which raised around 
a million-and-a-half dollars, only l42% was used for 
medical purposes; all the rest reportedly went for mailing 
and to the promoters (both inside and out of 


expenses 
The revelations shocked Minneapolis 


the organization). 

. . aS prominent business and civic leaders were on the 
board of directors. The exposure cause complete reorgan- 
ization of the Foundation, but there were widespread 
demands for further action. The Attorney General ap- 
pointed a committee to study the subject of control of 
charities. There was also an indictment for grand larceny. 

On February 2, 1961, after a long trial before Judge 
Levi M. Hall, a jury found Marvin L. Kline, former Mayor 
of Minneapolis and subsequently executive director of the 
loundation, guilty of first degree larceny. The jury took 
only two votes. The first was eleven to one for conviction. 
The second, unanimous. Technically, Mr. Kline was con- 
victed of using trickery in connection with a personal pay 
raise, from $25,000 to $48,000 annually. We suppose the 
authorities figured that this technical charge was the 
easiest to make stick, although there were other matters 
of more serious nature. We've been watching the news- 
paprs in Minneapolis and have talked to people from there. 
Editorial opinion seems to indicate that there is little 
sympathy for the convicted man, but there is an element 
of stark tragedy in the slow march of events which carried 
him from the mayor’s office to the sorry climax in district 
court. However, the same editorialists place much of the 
blame on the officers and board members who did not use 
reasonable vigilance in supervising the staff and _ its 
policies. 

The story is not yet ended. 
last vear by the Minnesota Attorney General has now 
The committee was composed of 29 
legislators and 


The committee appointed 


submitted its report, 
prominent lawyers. judges. accountants, 
representatives of the Better Business Bureau and _ well- 
known charities. With its summarized report, it submitted 
a model bill for an act to regulate the solicitation of 
charitable funds. Indications are that the legislature will 
enact the proposed regulations. The Sister Kenny scandal. 
the publicized trial of Mr. Kline, the appearance of re- 
sponsible charity leaders on the committee . . . practically 
assure passage without opposition. 

This reporter has crusaded for many years against the 
fake or mishandled charities. We’ve exposed the outright 
crooks and we've helped in several instances in the forma- 
tion of state or local ordinances tending to eliminate 
malpractices which have hurt direct mail as a medium. 
We have warned our friends to help clean up the solicita- 
tion field . or face more and more legal regulation : 
or get less and less response from the public. 





Weve read the eleven-page proposal for Minnesota 
which was sent to us by the executive secretary of the 
Committee, Professor James F. Hogg. Professor of Trust 
Law. University of Minnesota. Minneapolis, The Minne 
sota Bill is not witch-hunting. It provides for “registration 
and reporting” as opposed to “supervision and regula- 
tion.” No honest charity (religious exempt) could ovdje 
to applying for a permit and submitting annual financial 
statements (with details of what professional promoters 
get). Best parts of the bill are: Prohibits misuse or un 
authorized use of prominent names; makes each violation 
a gross misdemeanor on the part of each ofhicer and 
agent; requires that board of directors assume continuin: 
responsibility for policy decisions and finances: provides 
that all permit applications and financial reports become 
a matter of public record. The charity racketeers will be 
put out of business if the proposal becomes law . . . at 
least in Minnesota, Other states should follow 


REMEMBER .... last year in September and Novembe: 
Scuttlebutt. | told about a fairly-well-heeled neighbor who 
saved all his advertising mail for two certain periods? 
Duplications from financial and business services wer 
alarming. Since those reports, P've been in touch with 
some of the mailers to see if anything could be done to 
cut down on the frightful waste. | was asked to mak: 
another survey to see if there had been any niprovement 
So “my cooperative neighbor saved all his advertising mat 
received between November 22. 1960 and January 22 
L961. Sorry to say there has been no improvement 
I’m not picking on my friends in the financial service 
field just to be critical, The fact is 
were howling about “junk mail” 


while detractors 
claiming that hous« 
holders were staggering from mailbox to garbage pail 
with unwanted mail I accidentally discovered that 
although most households get relatively little mail per 
day ... the wealthier citizens get too much duplicate mail 
from financial services. That's why I started to investigate 

Here then are the figures on the latest two-month count: 
Vy neighbor received two-hundred and sixty-three (263) 
pieces of advertising mail from ninety-five (95) organiza 
tions,, Forty-three of the 95° organizations advertised 
household products. insurance. local retail stores. general 
or shelter magazines and charities. Piece count was 54 
from the 43. That is, nine organizations used more than 
one piece ‘only two used three). Fiftv-two companies out 
of the total of 95 advertised financial or business services 
They mailed a total of (209) pieces Twenty (20) compa 
nies sent only one piece, 

Here is the score on duplic itions Seven companies 
had (2) | 
(5): four had (6): one had (7): one had (9): on 
reached (10): one had (11): one had (14): one had 
53). It is significant 


seven mailed (3): four had (4): three score 


(16): and top score was thirty-three 
that in the cases of high duplication, my neighbor didn’t 
bother to open the ¢ nvelopes just tossed them into the 
carton | provided 

1 have furnished the Financial and Business Service 
Group in Ni W York with the names and duplic ition counts 
for all mail involved in this report. Cannot take room here 
to list all 52 company names. In some cases of large 
duplications. envelopes and enclosures looked alike but 
had slightly different copy selling same thing. Value Line 
Investment Survey won “top award” for wasteful duplic a 
tion with 33 pieces. Others in top brackets were Capital 
Counsellors with seven American Research Council with 
ten: Financial World with eleven: Standard & Poor's with 


fourteen: Spear and Staff. sixteen 


Phere is still too much duplication in the financial direct 
mail field. What’s the solution? Perhaps a master list. Our 
test recipient has become so disgusted with constant flow 


of easily-recognizable, repetitious mail that he opens very 

little from financial services. If he represents a <ituation 
happening all over the country . imagine the enormous 
waste of supplies, printing, postage, accumulated by those 
companies which on every mailing send out from three to 
thirty-three more pieces than are necessary. (Average 
among those analyzed here amounts to five more than 


feasible. ) 


4 FEW PEOPLE have asked why | haven't reviewed 
or praised the book, U.S. Mail by Arthur E. Summerfield 
(Holt. Hinehart & Winston. $5). | haven't recommended 
it for several reasons. Inaccuracy and insincerity are some. 
Book was ghosiwritten by Charles Hurd... largely from 
material published in the annual reports of the Postmastet 
General, speeches made by the PMG, releases issued by 
his publicity mill, and testimony at congressional hearings 
Some chapters are acceptable as historical or organiza- 
tional descriptions. Final chapters destroy any real value 
the book may have, Although one section describes the 
“sideline” functions, such as delivering flags for veteran’s 
funerals. conducting civil service examinations, issuing 
migratory bird hunting stamps. registering aliens. supply 
The final 


chapters revert to the now well-known Summerfield blind 


ing income tax forms. et cetera, et cetera. 


spots. The postal service should be self-supporting and 
the only reason the mean old Congress wouldn't ive him 
increased postage rates was on account of the powerful 

?) lobbies. such as the direct mail interests. For those 
and other reasons . .. | couldn't be enthusiastic about 
U.S. Mail and Mr. Summerfield’s last grandstand play at 


self-clorification 3 


DO YOU HAVE ANY IDEA of exactly how man, 
motors you have in your home how dependent on 
elec tricity you are? Possibly breve ause we received several 
motor-driven presents at Christmastime. we decided to 
make an inventory. Started asking guests to guess the 
number of motors in our home. No one came close to the 
wtual count. Holy smokes 

and you'll be surprised too. Remember 
clocks have small motors. So do timers. Don't forget 


we have 39! Count vours 
. electric 


ceiling ventilators, Each room air conditioner has two 
Phe hi-fi set has cooling motors in amplifier, tape re 
cordetr and hM Count one for record player. Be sure to 
count refrigerator. washer. dryer and then the honicles 
like food mixer. can opener, hair dryer, barbecue spit- 
turner, hedge clipper. el “ctric razor. pool filter. carpenter 
drill, and other gadgets you've collected over the vears. 
ind have accepted as necessary household fixtures. No 
wonder there is panic when the power goes off. If some 
one gives you an electric can opener, be sure to keep 
vour old-fashioned. hand-driven model for times of 


emergency Same goes f I the pene il sharp ner 


Good luck 


> Bluff View Drive 


Clearwater. Florida & 


Telephone: 584-3848 
| 


PS: Please note new telephone number 
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The letter with 40% pull added! 


Your letter is in his hands — his time is yours 
for the moment. But will he take the action you 
want? He will in this case because he’s reading 
a Reply-O-Letter! 


teply-O-Letter has everything “built-in” but a 
mailbox. A special pocket holds a self-addressed, 
stamped and return-addressed reply card ; nothing 
to filil-out, sign or stamp. He reads... pulls...mails 

..and another possible becomes a very probable. 


Reply-O-Letter gives you all the results you 
usually get—PLUS 30 to 50% MORE! Its cost 
is less than a conventional multigraphed filled-in 
letter with a card loosely enclosed. Further, the 


talents of our writers and our artists are at your 
disposal at noextracost. They know their business, 
as 26 years of outstanding direct-mail success 
have proved and over 400 clients will attest. These 
400 know that the “letter with the Built-In reply” 
produces best results, mailing after mailing. One 
user says, “If it’s not a Reply-O-Letter it’s like a 
suit without pockets.” Let Reply-O-Letter help you. 


Send for our booklet, complete with case histor- 
ies, today. On your letterhead, please. LETTER | 


5 Central Park West, New York 23, N.Y. 4 


Offices in principal cities in the United States, 
Canada, England and Australia. 








now it's easy to pick the paper you need — 
from the 535 items in the new Stan-Pak Run-Rite line 


Pick a grade. A color. A finish. A 
weight. The new Stan-Pak* Run- 
Rite* line gives you precisely what 
you need in office-size printing and 
duplicating papers. And at a sensible 
range of prices to suit your budget. 

Even more important, you'll be 
assured of real performance—the 
kind that keeps your machines roll- 
ing at peak efficiency. That’s because 
Run-Rite quality control overlooks 


nothing. 


Trouble-Free Running 

Take flatness. We laboratory-test 
all our papers right on the dupli- 
cating machines they’re made for. 
Stan-Pak Run-Rite Papers come to 


erm 


you flat. Lie flat in the machine. And 
feed flat. 

But really trouble-free running 
calls for many more qualities. Con- 
trolled moisture to avoid static con- 
ditions and insure good printability. 


= 


Accurate trim and finish to prevent 
feeding jams. Even caliper, uniform 
weight and careful surface sizing to 
give you sharp, clean ink impres- 
sions. You get them all in Stan-Pak 
Run-Rite Papers—a line that com- 
bines the products of our Eastern, 
Chemical and Missisquoi mills. 


See For Yourself 
Next time you order paper, try 
the brand that’s made to run right. 
Through the duplicating machine. 
On the press. In the typewriter. 
We're confident you'll specify it 
every time. 
STANDARD PACKAGING CORPORATION 
NEW YORK 17, N.Y. 
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